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Rou h Proofs 


Gladys the beautiful receptionist 
says that judging from most of the 
help wanted ads she’s been read- 
ing, the best way to get into an 
agency in the 4 A’s is to be 4-F. 


7 FF F 


The Sonovox gal in the Decem- 
ber 18 issue of ADVERTISING AGE is 
worth taking another peek at. By 
this time she may have gotten 
tired of holding up that sign. 


+ 2 F 


The Lux Theater show was 
credited in a recent issue of AD- 
VERTISING AGE to NBC instead of 
'CBS, and if the AFRA boys have 
their way it soon won’t be credited 
to anybody. 

v v v 


Comptometer runs an ad to im- 
part the interesting information 
that a “googol” is 1 followed by 
100 zeros. And just by way of 


reassurance, they’re not talking 
about the U. S. debt. 


v — 3 


“Television will not take the 
country by storm the day after the 
war is over,” admits G-E’s Dr. 
Baker. 

Now you can sit back and relax. 


- + 


L. Welch Pogue, chairman of 
CAA, tells the airlines “the at- 
tractiveness and utility of the 
service will speak for themselves,” 
without advertising. 

That’s what the railroads used 
to think. 

v v ¥ 


The Kenyon Research Corpora- 
tion reported to Munsingwear that 
more women than ever before are 


wearing panties. But what the So- | 
iety for the Prevention of Cruelty | 
to Females would like to know is 
how many of them are wearing 
woolies, 


> » 


A research corporation which 
investigates the subject of how 
many women are wearing panties 
gets paid the regular fee for its 
efforts in this field. It’s nice work 


¢ 


f you can get it. 
v . 


Dr. Robert N. McMurray says a 
married man makes a better sales- 
man than a single fellow, while a 
man with two or three children is 
better than if he has only one. 
Huh—the old nose-to-the-grind- 
stone formula. 


Les Suhler, Look’s direct mail 
expert, says getting people to open 
envelopes containing sales letters 
s i big problem. Maybe it 
vould be easier if so many people 
didn’t put bills inside them. 


- . eee 


Arthur Tongue, the old Chrysler 
iman, is now selling Super-Pyro 
nti-freeze, and the form chart 
ys that he will make an eloquent 
salesman for them, too. 


,  F 


vou run in the comics, says | 
politan Group, “the dealer | 
’t need fake telegrams or 
dumb portfolios to apprise | 


Copy Cus. 


| Voice of the Advertiser. . 


ITS A WONDERFUL,WONDERFUL FEELING! 


WHEN YOU ACCIDENTALLY PAGS A RED Lice, 
AND THE BiG COP ON THE CORNER AMBLES OVER- 
AND INSTEAD OF GIVING YOu A TICKET, HE GAWLS 
YOU OUT EVER GO GENTLY, AND WAVES YOU ON 
YOUR WAY WITH 4 GENIAL GRIN — ITS A 
WONDERFUL, WONDERFUL FEELING / 


WHEN YOU GO TO A PARTY, AND THINK 
"GOSH, DO I HAVE TO DRINK BILL'S MAR 

TINIS AGAIN?*- AND (T TURNS OUT HE'S 
GAWITCHED TD KINSEY, THE GENIAL GIN 
-AND HIG MARTINIS ARE SMOOTH, AND 
DELICIOUS, AND FULL OF LIFE ITS & 
WONDERFUL, WONDERFUL FEELING ' 


KINSEY 


The bniil GIN 


toons, will appear in 375-line Te 


— First | . 
aig: lng pe Oe Bgl: therefore been extremely diffi- 


paper insertions suppl ted by out- 
door posters, car car i tut 
chase displays, national magazines” 

trade publications. J. D. Tarcher & 


Co., NeW York, handles the account 
for Kinsey Distilling Corp., Linfield, Pa. 


Shopping Papers’ 
National Volume 
Doubled in 1944 


4,000,000 Circulation 
Claimed by 'Network;' 
Four Big Ones Fold 


New York, Dec. 21—In 1944] 
more than 100 national advertis- | 
ers, represented by more than 75 
agencies, used shopping newspa- 
pers on a “network” basis for the | 
first time, reports James A. Cov-| 
eney Company, national advertis- | 
ing representative for about 50} 
“basic” and 30 “supplementary” | 
shopping papers. | 

More than 250 national adver- | 
tisers made use of this medium 
during the past two years, and 
others already have been sched-| 
uled for 1945. 

All told, there may be 500 shop- | 
ping newspapers in the country, 
but most of them, it is said, do not 
have circulations large enough nor | 
standards high enough to warrant 
consideration by national adver- 
tisers. 

Circulations of some, however, | 
run into six figures, and the com- | 
bined circulation of the Coveney 
basic group totals more than| 


] 


faithfully mirrors current execu- | 


tive opinion in the Commission, 7 
|and should therefore be of real Don’ Francisco to 


| 


‘Free Means ‘Free 
and Nothing Else, 
Is FIC Contention | 


Absolutely Literal 
Interpretation of 


Word Is New Policy 


[Editor’s Note: Reports in Ad- 
vertising Age and elsewhere that | 
the Federal Trade Commission has | 
adopted a much more literal pol- 
icy with regard to use of the word 
“free” in advertising has caused a 
great deal of confusion, because 
FTC refuses to pass on advertising 
in advance of publication, and it 


SEEKS DEALERS—Higgins Industries is 
using this newspaper appeal to line up 
retailers for the domestic and com- 
mercial appliances it intends to dis- 
tribute postwar. (Story on Page 16.) 


ult to determine exactly how far 
TC is prepared to go in circum- | 
scribing use of the word. The onal 
lowing discussion of FTC thinking 
on the subject is “unofficial,” but | 


interes? to all 
copy.] 


BY STANLEY E. COHEN 


concerned with 


Leave Gov't Post, 
Washington, Dec. 19.—Promo- Join JWT Feb. ] 


tion men are going to have to find New York, Dec. 22.—Don Fran- 
some new words to replace “Free’’| cisco, assistant coordinator in the 


| if the FTC is able to make its cur-| Office of Coordinator of Inter- 


rent interpretation of that popular| American Affairs, resigned yester- 
advertising term stick. day to become a vice - president 

Although no new complaints} and director of J. Walter Thomp- 
against advertisers using ‘Free”’|son Company. He will take up his 
have been issued since the Com-|new duties Feb. 1 in the agency’s 


'mission adopted a literal interpre-| New York office. 


tation of the word last August, Mr. Francisco has been asso- 
discussions with 


members this week indicate that| nator of Inter-American Affairs | 


many promotion techniques cur-| since Nov. 1, 1940, when he took 
rently in use may run into difficul-| leave of absence as president of 
ties before long. Lord & Thomas to assist Nelson 

As a result of its new thinking,} A. Rockefeller in 
the Commission now holds that! cement closer Western Hemisphere 
“Free” cannot be used to describe} relations. He has played a leading 
any kind of a conditional offer.| part in the coordinator’s office in 
This change in attitude first be-]| promoting Inter-American under- 
came apparent last summer when| standing. When this office was 
it withdrew opinions permitting| first established by President 
use of the term as long as the! Roosevelt, Mr. Francisco took over 

(Continued on Page 44) (Continued on Page 48) 


Last Minute News Flashes 


Roper Names Edwards; Shifts Part of Account 

Rockford, Ill., Dec. 22.—Cyril (Cy) Edwards, who has supervised 
advertising of the pump division of Geo. D. Roper Corporation for the 
past nine years, has been named advertising manager of all company 
activities, effective Jan. 1. He succeeds E. R. Hollingsworth, partner 
in Hollingsworth & Collins, new Rockford agency which will take 
over the Roper range division account. 


Hiram Walker to Spend $4,000,000 in 1945 


Detroit, Dec. 22.—Hiram Walker, Inc., will spend a record total of 


informed staff | ciated with the office of Coordi- | 


the drive to| 


‘Reverse Ads’ May 
Be Sought to Halt 
Textile Hoarding 


Panic Buying On; 
| WPB Group Urges 
Appeal to Stores 


Washington, Dec. 20.— Faced 
with panic buying in the textile 
fields, a group of influential WPB 
officials is advocating an appeal to 
stores throughout the country to 
use their newspaper advertising 
and point of sale facilities to get 
the facts about clothing produc- 
tion to the public. 

Despite constantly expanded 
programs for the production of 
such items as children’s under- 
wear, diapers and snowsuits, par- 
ents have become so badly dis- 
turbed by fears of clothing short- 
j; ages that in many areas of the 
| country stores are unable to hold 
| on to the goods which the govern- 
ment directs to their shelves. 
| For more than a year retailers 
|have sought to discourage buying 
| of textiles by voluntarily partici- 
pating in the WPB program call- 
ing for suspension of all textile 
promotion. With few exceptions, 
stores have complied with this 
ruling, but officials report that 
textile hoarding has gained mo- 
mentum rapidly during the past 
six months. 


Tobacco Ad Makes Hit 


The movement to use “reverse 
| advertising” to stop the run on 


|textiles gained considerable 
strength last week on the basis of 
an advertisement inserted in the 
| Washington Post by the Smaller 
| Tobacco Manufacturers outlining 
the facts about the cigaret short- 
|age and urging smokers to buy 
| sparingly and cut their own smok- 
|ing if necessary. 

Run exclusively in the Post as a 
| test, with the possibility of later 
| insertion in 121 newspapers in 120 
cities (AA, Dec. 18), the Smaller 
Tobacco Manufacturers’ ad has 
| won acclaim here as smart public 
relations in the face of a real 
shortage situation. 


Rationing Is Opposed 
Influential officials of the Office 
|of Civilian Requirements, who are 
| resisting demands for rationing of 


Goodyear Retains 
Agencies; Y&R 


3,000,000. The Chicago Downtown | more than $4,000,000 in advertising in 1945, twice as much as in 1944. | to Plug Tires 


Shopping News, for example— 


/owned jointly by the Boston Store, | 
Carson Pirie Scott, The Fair and} 


(Continued on Page 41) | 


Anti-Co-op Group | 


| 


may advertise own) 
cause. See Page 24. 
Other features: | 


f your advertising.” Py sare 2 
knows it isn’t 28 lines three — - 3h 

a ray. eature Page \ 
— Getting Personal 26 

a =e | Information for Advertisers 12 

his assuredly is the last Christ- | In Washington 32 

" f makeshift toys and substi- | Obituaries | : 45 | 
‘ute gifts,” the Philadelphia Bulle- | Photographic Review 47 
t ssures us. | Postwar Planning 28 
iy we have a quick look at | Private Lines 21 
crystal ball? | Rough Proofs 


Plans will be announced soon. Foote, Cone & Belding, Chicago, and 
Sherman K. Ellis & Co., New York, are the domestic agencies. 


ODT and Florida Make ‘No Advertising’ Deal 
Washington, Dec. 22.—The Office of Defense Transportation and 
Florida resort areas were said today to have agreed on a truce under 


| which the ODT will drop its “Don’t go to Florida” appeal in return 


for a promise that the resorts will drop all tourist advertising to 
prospective vacationers. 


Fred Cross Returns to Stewart-Warner 

Chicago, Dec. 22.—Fred R. Cross has returned to Stewart-Warner 
Corporation as general advertising manager. Mr. Cross, for the past 
two years with Aro Equipment Corporation, Bryan, O., was formerly 
advertising manager and later sales manager of Stewart-Warner’s 
Alemite division. 


CABI to Resume Campaign in Weeklies Jan. 1 

New York, Dec. 22.—The Conference of Alcoholic Beverage Indus- 
tries, which discontinued a campaign in several thousand country 
weeklies early in November, is planning to resume it in January. CABI 
spent about $830,000 in country weeklies in 1944. Plans for dailies have 


22 | not been set. Walter M. Swertfager Company, New York, is the agency.!| for the 


Akron, O., Dec. 21.—Goodyear 
Tire & Rubber Company an- 
nounced today that, despite re- 
ports to the contrary, its adver- 
| tising agency connections for 1945 
will remain unchanged. 

The largest part of the billings 
will be placed through Arthur 
Kudner, Inc., which has had the 
main Goodyear account for nearly 
10 years. In addition to continuing 
to handle the company’s radio ad- 
vertising, Young & Rubicam is 
preparing a series of advertise- 
ments on Life Guard tires for 


publication when th product 
again becomes available to the 
public Life Guard advertising 
formerly was handled by the Lee 
Anderson Advertising Company, 
Detroit. 

Y&R also will run special 
series of tire ads in Collier’s in 


1945. Compton Advertising, Inc., 
continues to handle advertising 
shoe products division 
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Z 
clothing, 


of textiles 
department 


feel that panic buying 
could be checked if 
stores and other re- 


tailers would use their newspaper | 
space to tell the facts about cloth- | 
and caution the} 
|assure the public, the advertiser 


ing production, 
public against hoarding. 

Their attitude, contrasted with 
the “hush-hush” approach which 


frequently surrounds such situa- | 


tions, is based on the belief that 
they have a good story to tell, if 
only the means existed to tell it 
effectively. 

Although WPB has issued nu- 


merous press releases outlining its | 


ambitious textile production pro- 


grams, officials find that circula- | 


tion of these statements is at best 
uncertain. Seeking some reliable 
and effective means of getting the 
facts to consumers, they believe 


that advertising is the answer to) 
| produce great quantities of items 


this particular problem, and they 


are impressed with the fact that | 


advertising patterned after the 


Smaller Tobacco Manufacturers’ | 


cigaret report is the model. 
Under their plan, the problem 
would be put before the whole- 
salers and retailers at an industry 
advisory committee shortly with a 
recommendation that the currrent 
“hands off” or “hush-hush” ap- 


proach on textiles be abandoned 
in favor of a factual presentation 
of the situation. 

General theme of the appeal 
would be: “Don’t stock up; don’t 
buy unless you need it now.” To 


could report that continuing pro- 
duction of underwear and other 
items will assure plenty for all 
if the public avoids hoarding. As 
evidence of this, stores can report 
that WPB has ordered production 
of children’s underwear 30% above 
1939; snowsuits 100% above 1939; 
diapers 40% above 1939, and other 
items in equally impressive quan- 
tities. 

Officials frankly admit that the 
current panic buying can lead 


'either to rationing or a complete 


breakdown of clothing supplies. 
They say that it does no good to 


if hoarders gobble up all that is 
available. 

Other portions of the program 
would call for efforts on the part 
of salesmen to discourage unneces- 
sary buying of scarce items. Point 
of sale details and other aspects 
of the problem would be devel- 
oped in cooperation with the in- 
dustry advisory groups. 


Food Men Protest 
N. Y. Vitamin Ruling 


On behalf of retailers, whole- 
salers and vitamin manufacturers, 
A. F. Guckenberger, executive sec- 
retary of the New York State Féod 
Merchants Association, is seeking 
a declaratory judgment that would 
permit stores other than licensed 
pharmacies to sell vitamins and 
vitamin products, manufactured 
and sold as food supplements. 

The action, being sought against 
the New York state supreme 
court, is occasioned by a ruling 
made June 22 by the attorney 
general at the request of the board 
that under Article 551 of the edu- 
cation law all vitamin products in 
concentrated form such as pills, 
tablets, capsules and drops, are 
drugs and may be sold at retail 
only by registered pharmacies. 


Weather-Seal Appoints 
Weather - Seal, Inc., Barberton, 
O., manufacturer of storm win- 
dows, doors and summer screens, 
has appointed Meldrum & Few- 
smith, Cleveland agency, to direct 
its advertising in newspapers, 


'radio and direct mail. 


Two Adclubs Vote 
Bob Hope Their 
Top Merit Awards 


New York, Dec. 21.—America’s 
ace “soldier in greasepaint”—Bob 
Hope—will stand up to the home 
front next month when he receives 
not one, but two, distinguished 
awards of merit for his work in 
boosting the morale of servicemen 
throughout the world. 

The comedian -author will be 
honored in one of the ceremonies 
by the Advertising Club of New 
York, which will present him with 
its 1944 award of merit. Philadel- 
phia’s famed Poor Richard Club 
will pay the second tribute to 


Hope Jan. 17 when it gives the 
gagster its 1945 gold medal of 
achievement. 


Hope and his troupe returned to 
the United States last summer 
after a series of international road 
swings that carried them through 


Advertising Age, December 25 


“Were Gomg Places... IV PITTSBURGH” 


**For 75 years H. J. Heinz Company 
and the 57 Varieties have been part of 


Pittsburgh. 


This is my home. I was born 


and raised here—as were my father and 
grandfather before me. 


H. J. HEINZ HU, 
President 
H. J. HEINZ COMPANY 


steel, make low-cost electrical power, pre- 


pare food. Only our “customers” were 
different. 
ee . 
When our tremendous wartime 


| the-war 
|Richard Club. will 


*°The history and traditions of this 
city are as familiar to me as my own name. 
However, as a business man, it is possible 
and necessary to be able to stand aside and 
consider dispassionately the future possibili- 
ties of Pittsburgh as a manufacturing city 
—as a distribution center—as a market. 


“*During the war, Pittsburgh’s basic 


industries remained essentially the same. 


In war as in peace we continued to produce 


tasks are over—unlike many other great 
centers—we do not face serious reconver- 
sion problems. 


**En our own plants, new plans, new 
methods and new products are already 
under way. Jobs are waiting for returning 
service men and women. 


"°W ere going places—here in Pitts- 
burgh. This city has a great past. It will 


have an even greater future.” 
& 
. Pd 
4 


President 


H. J. HEINZ COMPANY 


1944 


ee ee ee 


Bob Hope 


Britain, Africa, Sicily, and the 
South Pacific, and the comediay 
won from his radio sponsor, Pep- 
sodent division of Lever Bros 
Company, its own acclaim a 
“America’s Number One soldier jn 
greasepaint” (AA, Sept. 4). Othe 
praise has come his way from 
many sources, climaxed this week 
by the announcement that ty 
of the leading advertising group; 
in the country had voted him top: 
for his service record. 


Date to Be Set 


The New York ad club presents 
its annual bronze plaque to “an 
outstanding personality, who has 
given service to the people at 
large.” Date for the Bob Hope 
presentation is still to be set. 

Paying tribute to the nation’s 
entire entertainment corps as “a 
living part of America’s vast win- 
campaign,” the Poor 
bestow its 
major honor on Hope as “a per- 
former whose notable deeds at the 
war fronts and in our training 
camps has set. his name flashing 
brilliantly in the Allied Nations’ 
Hit Parade.” 

Pepsodent agreed to shift the 


| Hope radio show from Hollywood 
to the East to insure Hope’s pres- 


ence at the Philadelphia dinner, 

the club’s 40th annual affair. 
Members of the home-front 

entertainment corps likewise will 


| be honored by the club, including 


Ralph Edwards of “Truth or Con- 
sequences,” and other celebrities 
of radio, stage, screen and press. 


Blue Stations to ABC 


The Federal Communications 
Commission has granted permis- 
sion to the Blue Network to trans- 
fer ownership of WJZ, New York 
WENR, Chicago, KGO, San Fran- 
cisco and KECA, Los Angeles 
from Blue Network, Inc., to its 
new corporative name, American 
Broadcasting Company. 


Joins Fry, Lawson 

Thomas A. Harwood, manager 
of the Bauer & Black division of 
the Kendall Company at Chicag¢ 
for the past 10 years, has resigned 
to join Fry, Lawson & Co., Chi 
cago, consulting management en- 
gineer, as a member of the firm 
He will specialize in managemen| 
problems of policy, orga! 
operations and reconversion 


To Veteran Publishing 
Roy W. Chaplin has bee: 
pointed southwestern and vy 
Ontario district manager 
Canadian Veteran Pu 


ms 


ail : ner 


Home plant of H. J. Heinz Company, makers 
of 57 Varieties—one of the world’s oldest and 
best-known food companies. 


Pittsburgh plant & 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE WITH OFFICES IN PRINCIPAL CITIES 


Company, with headquart 
|London, Ont. He will su) 
advertising and circulation t 
| district. 


+N, : 
Pencil Points 


The Magazine of Progressive Arc! 
330 West 42d St., New York | 
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Finding the RIGHT Job 


Mechanical aptitude test 


The wiggly block, pictured above, is a mechanical puzzle 
which engineers of standing solve more quickly than do 
men and women in general. If G.I. Joe does the wiggly 
block quickly, he displays a gift in common with that of 
successful engineers. 


This test — one for structural visualization — is a part of 
13 aptitude tests used by Human Engineering Laboratory. 
By these 13 tests, in two sessions of three hours each, the 
Laboratory distinguishes the requirements of 8,000 differ- 
ent jobs! 

Human Engineering Laboratory was founded by Johnson 
O'Connor almost 20 years ago and operates in affiliation 
with Stevens Institute of Technology, Hoboken, N. J., the 
Illinois Institute of Technology, Chicago, with laboratories 
in New York, Boston, Philadelphia, St. Louis, Fort Worth, 
and temporarily in Tulsa, Okla. 


LIKES 
PEOPLE 


LIKES BOOKS 


JOHNSON O’CONNOR 
Sketched from life by 
William Oberhardt 


POPULAR SCIENCE Monthly... looking 


ahead... brings executives some up-to- 
the-minute facts about aptitude testing 


TRADEMARK of Johnson O’Connor’s Human Engineering 
Laboratory is the square peg. 


Mr. O’Connor’s organization assays human qualities as a 
research department tests materials. He believes that just as 
we inventory materials, so also should we inventory another 
asset—our employees. 


Speaking postwar, this means that industry should help G.I. 
Joe find not only a job but the right job. 


WITH SUCH THINKING, PoPpuULAR ScIENCE Monthly wholeheart- 
edly agrees. This magazine's success is built upon meeting the read- 
ing requirements of a special type of men—mechanically-inclined 
men who read it, they tell us, for business and pleasure. 


Johnson O'Connor classifies them as the men with the structural 
visualization aptitude. 


You know this type of man by such names as Ford, Kettering, Soren- 
sen, and others now in the news as the wizards of America’s war 
production. But there are thousands of others of these—America’s 
pacemakers—just plain Bill Smiths and Jim Browns. 


These men have one quality in common—a state of mind. They 
would rather tinker a machine than read a short story. Today, more 
than 700,000 such men look to POPULAR SCIENCE Monthly to keep 
them abreast of new developments in science and industry. 


TO ADVERTISERS, this group is of major importance. For the men 
who like mechanical things are not only first readers but first buyers. 
Surveys prove that they rank higher than average in ownership of 
all sorts of new things—automotive, household, industrial. Win 
their enthusiasm, and they will buy your product and act as a spear- 
head of influence with friends and neighbors. 


You can reach this group, as a unit, only through the pages of 
POPULAR SCIENCE Monthly. 


LIKES MACHINES 
Has a knack for mechanics 
and mathematics. 


THE NEWS-PICTURE MAGAZINE OF SCIENCE AND INDUSTRY 
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Gets Caught Again 


Trademark Bill 


in Congress Jam 


Red Cross, War 
Bond Bills Also 
Fail to Pass 


Washington, Dec. 20. — The 
checkered career of the movement 
to make trademark piracy un- 
profitable scored another blank 
today, when the 78th Congress 
folded up without completing 
action on the trademark reform 
measure which has been up for 
consideration since March, 1939. 

Despite vocal support from 90% 
of the patent law fraternity, and 
from important business associa- 
tions, including the NAM and 
ANA, the measure sponsored by 
Rep. Fritz Lanham of Texas never 
reached the Senate floor this time 
although previously Congress at 
least afforded it the dignity of de- 
bate in both houses. 

Trademark reform has _ been 
pressed by Rep. Lanham since 
1938, and one bill broadening the 
laws to cover “collective trade- 
marks” was jammed through the 
75th Congress. Major legislation 
to collect scattered trademark 
legislation into a comprehensive 
bill, and to straighten out incon- 
sistencies brought about by court 
decisions, has been juggled around 
Congress ever since. 


Fails to Get Through 


The original Lanham bill 
strengthening rights of trademark 
owners actually passed both 
houses in 1940, but action was 
incomplete in the Senate, where 
a motion to reconsider had carried. 
During the 77th Congress the fol- 
lowing year, the trademark bill 
originated in the Senate, passed 
both houses, but died when the 
Senate refused to agree to amend- 
ments adopted in the House. 

The bill which died with the 
recent 78th Congress passed the 
House but rested for six months 
in the Senate patents committee | 
before Sen. Claude Pepper com- | 
pleted hearings and reported it to/| 
the floor. Finally it was placed 
in a low-priority spot on the Sen- | 
ate calendar and was snowed 
under by the debates of the past 
week. 

Through the years the bill has 
remained virtually the same, and 
it will probably be re-introduced 
into the 79th Congress in about the 


WINSTON-SALEM 
TOBACCO MARKET 
SETS NEW RECORD! 


The Winston-Salem tobacco 
market has paid more money to 
growers during the current season | 
than at any other season in its 75- 
year history. 

Growers in the area surrounding | 
this “ACTIVE market received 
$22,246,198.76 for their "yellow 
gold". 

This is merely another statistic 
that keeps building up the feeling | 
shared by a growing number of 
advertisers and merchandisers that, 
for any list, WINSTON-SALEM 
IS A "MUST" MARKET. 


JOURNAL and SENTINEL | 


National Representatives: 


KELLY-SMITH COMPANY 


Winston-Salem, North Carolina | 
| 


same form. In pressing for action] other firm claiming infringement. 


during the closing days of the 78th 


With a six-year “statute of limi- 


Congress, advocates pointed out) tations,” the federal government 
that the law would not take effect} would be providing absolute pro- 


for a year after it passes, thus 
leaving time for modifications that | 
may eventually prove desirable. 


Sets Six-Year Unit 


While primarily designed to col- 
lect patent laws into one compre- 
hensive bill, the Lanham act has 
other features. For instance, it 
gives a substantive as well as a| 
procedural right to the owner of 
trademarks, for it provides that a| 
mark which is registered and used | 
for six years becomes incontest- 
able. Previously a mark could} 
always be challenged, although the 
fact that it was registered was a 
prima facie defense. 

Originally trademark protection 
stemmed from the common law, 
and rested on state regulations and 
actual use was the only evidence 
on which a claim could rest. Be- 
ginning in 1881, however, the fed- 
eral government began registering 
marks in an effort to provide a 
measure of protection, but to date 
federal registration in itself does 
not provide absolute protection 


tection for legitimate users of 
trademarks, once the test period 
had passed. Other sections of the 
bill concede protection to foreign 
registrants, with the implied ad- 
vantage of assuring the interest 
of U. S.-owned trademarks abroad. 


Services Included 


The over-all trademark bill 
would permit registration of trade- 
marks for services as well as 
goods. It would incorporate regis- 
tration of “collective” or ‘“certifi- 


labels, and it would permit assign- 
ment of trademarks from one 
owner to another under special 
conditions. No trademark can be 
assigned today unless the physical 
assets of the business pass with 
it, but under the new law, the 
mark could transfer with the 
“good will” of the business. More- 
over, the owner of a number of 
trademarks could transfer some 
without losing his entire business. 

The bill also provide: for use 
of the letter “R” in a circle to 
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actual expression ‘Registered in 
the U. S. Patent Office.” It pro- 
tects a trademark Owner against 
use of his mark in any advertising 
which might result in confusion 
about the origin of the goods, but 
publications carrying such adver- 
tising would not be responsible 
unless specifically warned. ° 
Other familiar legislation which 
died with the 78th Congress in- 
cludes the bill to ban commercial 


emblem; another to yield special 
railroad fares which the govern- 


| ment enjoys on “land grant” rail- 
roads, one to exempt the insurance 
|companies from the _ anti-trust 


|newspapers. The Red Cross and 
|war bond bills had passed the 


|Senate, and the measure con-| 


trolling political advertising had 
the House approval. 


To Aldridge & Preston 


The House of Schrager, New 
York costume jewelry firm, has 


use of the Red Cross name and| 


Wards Runs Ads 
Nationally on 


Detroit Strike 


Ward & Co., whose troubles 
the War Labor Board reache 
new climax this week, rar 


Chicago, Dec. 20.—Montgom 


1! 


d ; 


ty 
uy 


advertisements in NEWS) aper; 


throughout the nation to tell } 


side of the controversy involvin, 
| wages and working rules for jt 
j employes at four Detroit store 
| where strikes were called Dec, 4 
| Last spring Ward’s and the labo; 
cation” marks, such as_ union|laws and a bill for purchase of | board differed over union recogni. 
| war bond advertising in small | tion and check-off of dues at the 


|company’s Chicago plants. 


The 


‘employes struck. Sewell Avery 


about the issues involved /( 
|May 15). The CIO union, w! 


chairman of the board, at tha 
time scheduled several page ; 


ids 
AA 


11C 


|also used advertising to presen 
| its case, won the election at Chi- 


cago, but the company says it 
| never sign a maintenance 


wil 


{ 
-Ol- 


|appointed Aldridge & Preston,| membership contract in Detroit ; 


New York, to handle advertising. 
Business papers, direct mail and 


| elsewhere. 


The first of the new ads, quar. 


against action at any time by an- | denote registration, without the/| dealer helps will be used. \ wieoneaen size, says only the check. 


The youngest of the 3 major networks 


HAS A LOT TO 


LISTEN: to the 
lullaby of Sardi’s 


Those six hundred radio editors who registered 
their opinions with the Motion Picture Daily: 
credit them with reminding us to bring up this 
Sardi story again. 

As you probably know by now, they picked 
Sardi’s as the best of all daytime programs.* Better 
than soap operas, commentators, variety shows, or 
anything else that comes to housewives while their 
hubbies work away at the office. 

Not only radio editors, but people out in Iowa, 
where the tall corn grows, Dr. F. L. Whan asks the 
natives what programs they like well enough to 
try to hear regularly. Sardi’s pulled more women’s 
votes than any other variety show—day or night. 

Hooper as you know says Sardi’s is Number 1 
among the first ten daytime programs. CAB ranks 
the Kellogg portion at the top of the first ten day- 
time programs in those sixty-eight cities that 
Mr. CAB keeps an eye on, and where a substantial 
portion of U. S. income-earners spend their money. 

There isn’t room here to go into all the mount- 
ing evidences of Sardi’s leadership: the Crosley, 
the Cleveland Plain Dealer poll, and a few others. 

But the important thing is that Sardi’s is no 
sudden flash in the pan. It has long been a corner- 
stone upon which the Blue has built itself into the out- 
standing morning network from Coast to Coast. The 
Blue leads more quarter hours, 9 to noon, than all 
other networks combined. There’s not a wiser buy 
in all of radio. There is no better proof needed that 
THE BLUE CAN DO IT. 

*They picked The Breakfast Club as No. 2. 


That gives Blue two out of the first three. 


LISTEN: to what 
600 wonderful radio 
editors have to say 


That Motion Picture Daily radio poll again: We 
think it is important because it shows up the Blue as 
the only network that’s moving forward in the who’s- 
and-what’s-good-to-listen-to department. 

As you know, they only made 26 awards this year. 
Last year they made 33. 

This year we find ourselves with six firsts. 

Not a tremendous figure but the Blue is the on/y net- 
work in the whole kit and kaboodle that made any gain: 
at all! Another thing: we think we have a right to be 
proud of the people that were picked. 

Take George Hicks, for example. For a long time he 
was on the staff handling varied assignments, getting 
better all the time, awaiting the big opportunity. 
Along comes the war, so out he goes and the first 
crack out of the box, he makes the most sensational 
strike in the business. 

And Tom Breneman, another winner, out on the 
Coast, running “Breakfast at Sardi’s.”” We put out 
chips on him a long time ago. Paid, too. 

Milton Cross has been a part of the Blue so lony that 
he is practically Blue’s own voice on the air. 

And Alan Young: in him we think we have radios 
next Number 1 comic. He’s new, fresh—and good. | 

And we are proud, too, of Swing (who has a | 0! 
other awards tucked away in his cedar chest) 49 
Lombardo. They’re both stalwarts on the Blue. 

Yes, we’re glad to get those awards. We ought to be 

But what makes us happiest about it is the fact "4 
here is further evidence that the Blue is going place: 

The youngest, most virile of all the networks ‘> of 
to the races. 

Sponsors with franchises on the Blue can l 
afford to have a very Merry Christmas. 
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and maintenance-of-member- 
> are involved. The closed 
», the ad says, violates Ameri- 
principles of liberty and free- 
Chairman William H. Davis 
‘he WLB charged later that the 
vas misleading, and pointed out 
Ward’s had refused to raise 


wages as ordered, 


ir, Avery’s reply in a half-page 
i is that Mr. Davis’ statement is 


f nisleading because the board 


“knows very well” the company 
is willing to adopt minimum wage 
rates recommended by the board. 
It lists a number of its grievances 
and concludes by saying that if 
the board desires a further hear- 
ng. “Wards, as always, will be 
happy to attend.” 


Form Direct Mail Co. 


Mailing Service Company, an 
organization to service direct mail 
advertisers, has been formed with 
offices at 655 S. Wells St., Chicago 
7, Operations, confined for the 
present to mailing, will begin Jan. 
9 and will eventually expand to 
include copywriting, printing, lists 
and mailing operations. M. 
Kimball is head of the new com- 
pany. 
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Book Paper Users \j{.:?3ii.""" St" 

1 2nd Quarter in Doubt 
May Avoid New — ,, usrterin Dou 
Ist Quarter Cut 


| warned that second quarter sup- 
| plies remain in doubt, depending 
Washington, Dec. 20.—Prospects | 0 demands of other essential 
of additional paper cuts for book| users. Other than the supply of 
paper users during the first quar-| Pulp and waste paper, the most 
ter of 1945 faded today, with a de- | important factors _ influencing 
cision by the WPB requirements! Paper supplies are the require- 
committee to allocate sufficient | ments of the armed forces for ex- 
pulp for publishers to maintain plosives and shipping containers. 
quotas at existing levels. If military needs for explosives 
While the supply for the second|remain high during the second 
period of 1945, and perhaps for | quarter, officials are convinced 
March of the first quarter, remains | that an extremely difficult period 
in doubt, officials said today that | for publishers is ahead. 
mills should be able to meet pub-|__ Canadian pulp shipments to the 
lishers’ orders unless unforeseen United States have been curtailed 
emergencies develop. | somewhat and there is little hope 
Although commercial printers| that increased supplies will be 
had been warned of a possible 5% | available from there before July. 
cut, the situation had been suf-| 
ficiently clarified by last weekend | CONTINUE DRIVES IN 1945 
so that the magazine industry ad-| New York, Dec. 21.—The United 
visory committee was given assur-/| States victory waste paper and 
ances that existing quotas would! pulpwood campaigns will be con- 
continue into 1945. | tinued in 1945, emergency com- 
Earlier, newspaper publishers | mittees representing the paper and 


T.|had been advised that the con-| paperboard industries announced 


tinued importing of paper from| today in a joint statement. 
Canada would permit maintenance! Increasing demand for military 


supplies in Europe and the Pacific, 
the need for keeping up with 
essential civilian requirements, 
plus a last-quarter slump in pulp- 
wood production and in waste 
paper receipts, it was said, make 
continuance of the drives impera- 
tive. 

In their joint statement, the con- 
servation committee of the Waste 
Paper Consuming Industries and 
the war activities committee of the 
Pulpwood Consuming Industries 
cited also the fact that “the needs 
for paper to rehabilitate liberated 
countries also will increase the 
pressure for greater production in 
1945.” 

The statement praised the work 
of newspapers, magazines and 
other groups, saying that “in 1944, 
volunteer efforts accounted for 
about 40% of the waste paper col- 
lected and according to the salvage 
division of WPB, collections were 
increased by about 764,000 tons 
over 1943 receipts. Even so, the 
nation fell far below the quota of 
8,000,000 tons, set by the WPB at 
the beginning of the campaign.” 

Although mill receipts of do- 
mestically-cut pulpwood in the 
first nine months of 1944 were 
“encouraging, a sharp production 


ITALK ABOUT. 


LS 


LISTEN: to what is 
happening to the BLUE 
on Sunday night 


We pointed out a few weeks ago that while Kate 
Smith and Jack Benny were floating through the 
ether on a raft of promotional dollars, each deter- 
mined to corner the 7 P. M. Sunday night audience, 
our man Drew Pearson (without promotion) was 
doing very well in the slot opposite both of them. 

Well, for your information, our man Pearson is 
still doing well. He and Benny now share an over- 
whelming chunk of the 7-7:15 Sunday night audience. 

Now comes another demonstration of the Blue’s 
capacity to deliver: The Hall of Fame (in the hour 
preceding Kate Smith) in Hooper’s last published 
report has the same rating that Kate has. 

Blue’s 6-7 P. M. slot comes up with 7.5. 


Kate Smith, in the CBS slot from 7-8, also comes 
out with 7.5. 


_A lot of other interesting things are happening on 
Sunday night: for example, keep an eye on Bill Bendix. 
He came on a few months ago in a comedy strip 
called “The Life of Riley.” Came on opposite a couple 
of long-established audience getters. But little by 
little “Riley” is climbing. 
_ Then take Joe E. Brown “Stop or Go.”’ That, too, 
‘Ss making headway fast, in spite of powerful oppo- 
SItlON 

All this proves once again how little real difference 
there is between the three major networks. 


Yer one of the most important differences, of course, 
isthe cost. The price tag on the Blue, for a nighttime 
half our, amounts to $3,474.00 less than the cost of 
‘he Sime time on CBS. That comes to a lot over a 
2-week period. Figure it out. Then figure all the 
thin. s you could do with the difference to help sell 
oods when the keen competitive era comes. 


! -tis something else for the Blue to talk about. 


jJazain and again 
Is:parates the 3 great Networks... 


LISTEN: to what's 
happened to the major 
networks in the daytime 


Just to get a line on trends, we went back and picked 
up Mr. Hooper’s reports covering the last ten months. 
We compared them with reports covering the same 
periods in 1943. 

What this quick little test shows, you will be in- 
terested to know, is that the Blue is the only one of 
the three major networks whose daytime ratings are 
on the up-grade. 

Looking at all programs, sustaining and com- 
mercial, from 9 A. M. to 6 P. M. 

Blue’s ratings are up 16% 

NBC's ratings are down 4% 

CBS's ratings are down 7%. 
Now: that morning lead that the Blue has had all this 
time: it isn’t shrinking, it is lengthening. 

The Blue is getting stronger in the morning—and it’s 
the only one of the three that can make this statement. 
Blue’s morning ratings are up 30% 

NBC's morning ratings are down 14% 

CBS’s morning ratings are down 8%. 
These figures indicate a trend—they are a potent hint 
to the wise timebuyer, a gentle nudge to the thought- 
ful advertiser. 

Now about the nighttime situation: Frankly our 
competitors could say we were not able to tell a 
glowing story—and that’s true but, little by little, we 
are getting our foot in the door after the sun goes 
down. We've got some pretty good ratings—and a 
lot that are improving. Yes, there’s a lot of work yet 
to do. That’s why we are working overtime with our 
advertisers and their agencies to get their help in 
improving programs, in bringing new ideas to night- 
time on the Blue. 

We have a lot of hope for our future, and figures 
like those above prove that the job can be done. After 
all, not so very long ago we were faced with the same 
daytime problem as we now have at night. We licked 
it by working on it. We licked it by getting the co- 
operation of everyone concerned. They all pitched 
in—and now look! So keep an eye on the Blue at night. 
*With a thought to the night. 


SPUDS DON'T SPREAD—Maine potato 
growers have distributed this eight- 
color lithographed display to 35,000 
wholesale and retail outlets in the east- 
ern half of the country, refuting the 
claim that the white potato is a fatten- 
ing food. The original text was pre- 
pared by the War Food Administration, 
with Brooks, Smith, French & Dorrance, 
New York, acting as agency. 


decline since September in some 
regions and dwindling inventories 
constitute a serious threat to 1945 
wood pulp production.” On the 
other hand, “total domestically-cut 
pulpwood, delivered to the mills, 
probably will exceed 15,000,000 
cords in 1944—2,000,000 more 
cords than in 1943.” 


D-F-S Makes Changes 


Carl Stanton, formerly director 
of radio for Dancer - Fitzgerald - 
Sample at New York, has been 
promoted to the newly - created 
post of radio account executive. 
Roy Winsor, for many years radio 
supervisor, succeeds Mr. Stanton, 
with headquarters at Chicago, 
where he will direct radio pro- 
grams for General Mills, Falstaff 
Brewing Company and Procter & 


| Gamble. 


YOUR Magazine 


Check the points you 
would cover if you 
were designing a wom- 
an’s magazine of your 
own. Then glance over 
Chatelaine — any issue. 
You'll find that it about 
parallels your own ideal. 


It appeals essentially to 
the young modern, mar- 
ried woman. It deals 
with her home, her fam- 
ily, her appearance. It 
provides romantic, en- 
tertaining fiction; 
thoughtful articles on 
people and affairs 
Circulation over a quarter 
of a million, reaching one 
in four English-speaking 
urban homes in Canada. 


‘hatelaine 


the Canadian womans magajnt 


481 University Ave., Toronto 2, Canada 
New York, Chicago, Montreal, London (Eng.) 
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Gas Fuel’s Uses 
Will Keynote 1945 
Gas Industry Ads 


(Picture on Page 47) 


New York, Dec. 21.— The gas 
industry, through the American 
Gas Association, in January will 
start a new six-month consumer 
advertising program, consisting of 
two closely integrated campaigns, 
on all five domestic utilizations of 
gas fuel. 

The AGA expects to increase its 
magazine advertising appropria- 
tion from $400,000 to $800,000 in 
1945, while its budget, including 
advertising and research, stands at 
$1,400,000 per year for a three- 
year period. 

One of the two AGA campaigns 
will be full pages, some in color, 


some in black and white, spot- 
lighting the three essentials of a 
modern postwar kitchen—a “CP” 
(Certified Performance) gas range, 
a gas refrigerator and hot water 
supplied automatically by gas 
heat. It will appear in House & 
Garden, House Beautiful, Ladies’ 
Home Journal, Life, Parents’ Mag- 
azine, The Saturday Evening Post, 
True Story and Woman’s Home 
Companion. 

The second, using half pages in 
black and white, will cover the 
five uses of gas in the form of 
a personal column of advice on the 
home, signed by “Margaret Malla- 
by, AGA Reporter.” It will begin 
in the January Better Homes & 
Gardens and the February Ameri- 
can Home and Woman’s Home 
Companion, 

Ads also will run in American 
Builder & Building Age and 
Architectural Forum, starting with 


February issues, to announce the 
availability of the AGA “Archi- 
tects Manual of Modern Gas Serv- 
ice,’ and to coordinate with the 
main themes of the kitchens ad- 
vertisements. 


Aimed at Women 


The AGA points out that ads do 
not “promise too much too early,” 
but will stimulate current fem- 
inine interest in the postwar coor- 
dinated gas kitchen, named by 
AGA the “New Freedom Gas 
Kitchen.” 

To answer inquiries created by 
the national advertising, AGA is 
preparing a booklet on the future 
gas kitchen. Local gas utilities 
are also being offered newspaper 
mats of the kitchen ads. McCann- 
Erickson, New York, is the 
agency for consumer advertising; 
Ketchum, MacLeod & Grove, Pitts- 
burgh, for business papers. 


Advertising Age, December 25, 1 \44 


British Timbermen 
Plan Joint Effort 


A joint advertising and publicity 
committee has been set up by 
various interests in the British 
wood industry, with the principal 
objective of regaining and holding 
markets for wood in the postwar 
years, 

The new organization is called 
the Timber Development Associa- 
tion, and initial plans contemplate 
a long-term advertising campaign, 
as well as legislative and publicity 
activities. 


Bassett to Press Post 


Frederick P. Bassett Jr., has 
been appointed press relations di- 
rector of Agency Service Corpora- 
tion, Chicago. He was formerly 
on the press staff of the Chicago 
Park district. 
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NURSES ARE NEEDED Now! 


THE 


NEW YORKER 


No. 25 WEST 43rd STREET 
NEW YORK 18, N. Y. 


OF} THE Us S. 


ARMY 


NURSE CORPS 


RECRUITMENT 


CAMPAIGN 


Fate of ‘Bobtail’ 
Censuses Is Still 
to Be Deferminex 


Washington, Dec. 21.—The [p. 
terdepartmental Committee oy 
Statistical Programs had yet 
decide today whether any parts of 
the ambitious ‘Presidential Cen- 


/sus” for 1944 could be salvaged 


from the blueprints ripped up by 
Congress last week. ; 

In completing action on the defi. 
ciencies bill, Congress struck out 
appropriations for a Census of 
Manufactures, Census of Busines; 
and other programs which would 
have cost approximately $17,000.- 
000. 

Of the entire plan, only the 
Census of Agriculture has sur- 
vived, and that will get under way 
after the first of the year with no 
funds available for publication of 
the reports. 

During the week, Budget Bu- 
reau officials met repeatedly wit! 
government statisticians to decide 
whether to seek funds from the 
new Congress which meets Jan. 
to continue segments of the “bob- 
tail reports.” 


Favored Full Studies 


Early in the week, the commit- 
tee recommended that the sample 


Census of Manufactures and sam- 
| ple Census of Business be aban- 
| doned in favor of full studies t 
| be taken in 1946. The fate of 
'other sections of the program, 
including consumer spending and 
| income studies, is still being dis- 
| cussed. 

Originally proposed as an aid t 
reconversion, the program had 
been rushed through when recon- 
version appeared on the horizon 
last fall. Now that the urgency no 
longer exists, Census officials are 
inclined to favor the year’s delay 
on the theory that full reports 
would be more satisfactory than 
samples. 

Other agencies are not in full 
agreement. The Smaller Wa! 
Plants Corporation, for instance, 's 
| said to be anxious to get a census 
| even if it has to do the job from 
its own funds. Labor and Agri- 
| culture departments are concerned 
with the labor force and con- 
sumer income, spending and sav- 
| ings studies, and are reluctant to 
give them up. 


Might Issue Order 


| Officials point out that the par- 
liamentary objection raised in the 

House could be overcome if the 
| President issued an executive 
|}order authorizing the reports a 
essential to the war. Armed wit! 
| this authority, it is felt that i 
| oe be possible to obtain th 
|necessary appropriations 
| least part of the work. 

The Census of Agriculture wi 
| begin early in January despite th 
fact that Congress has denied th 
$5,500,000 asked to assemble 2! 
| publish the reports, Secretary ° 
Commerce Jesse Jones report 
He said that the Departme«! 
Commerce will ask Cong! 
reconsider its decision on printing 
funds. 

A final decision on next yea! 
plans will probably be mat 
within a few days as the bucg 
Bureau must complete its progré! 
in time for the 1945-46 budge 
requests which Congress w ' © 
in January. 


Interchemical to Ellis 


The trade sales divisi 
Interchemical Corporation, 
lawn, N. J., has appointed 
'man K, Ellis & Co., New Y: 
handle consumer product er 
tising, including Setfast . 
| paint and Mil-Du-Rid. Th: 

11 issue of ADVERTISING AGE 
rectly listed the company : 
ternational Corporation. 


Walsh Elects V.P.s 


K. G. Anderson and J. M. 
|/man have been elected vice- 
|dents of Walsh Advertising 
|pany. Mr. Anderson will he: 
agency’s Windsor office an 
Bowman will be in charge ‘ 
Toronto office. 
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The American Television Society, in recognition of the year’s 
outstanding contribution to the art of Commercial Television, 


voted the ATS award for 1943-44 to Station WABD. 


Credit must be given where credit is due. 
The Commercial Television programs put on 
the air at DuMont’s pioneering Station 
WABD have been produced by you—by ad- 
vertisers and advertising agencies interested in 
developing effective commercial techniques... 
interested in forearming for Television’s in- 
evitably swift postwar expansion. The honor 
is yours for having shown courageous imagi- 
nation, artful skill and discriminating taste. 


Your efforts have so often won delighted 


ALLEN B. DUMONT LABORATORIES, INC., GENERAL OFFICES AND PLANT, 
2 MAIN AVENUE, PASSAIC, NEW JERSEY TELEVISION STUDIOS AND 


STATION WABD, 515 MADISON AVENUE, NEW YORK 2 


Ba weceg nition 
f lhe Your 5 vilslanding conloibuleons 
lo the al of 
Commercial’ ’ Gehbvriion 
AMERICAN TELEVISION SOCIETY 
forcsents le 


A.T.S. AWARD 


WABD 


Men Bb. Vu Mond Laboralori 


* 1943-1944 - 


2, NEW YORK 


bravos that we are happy to have worked with 
you... happy that our studio facilities and tech- 
nical crews collaborated in your achievements 
in this important new art. 

The invaluable “know how” you have 
gained at WABD is the public’s future assur- 
ance of top-flight telecast entertainment. The 
ATS Award is recognition of the increasing 
stature of this powerful new mass-sales medium 
...a straw on the wind indicating the near- 


ness of full-scale Commercial Television. 


Copyright 1944, Allen B. DuMont Laboratories, Inc. 
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G-E Expands Own 
Appliance Branch 
House Program 


Bridgeport, Dec. 21.— General 
Electric Company has formed an 
appliance distributing branch in 
the Pittsburgh area to handle 
wholesale sales, P. A. Tilley, man- 
ager of the company’s distributing 
branches, has announced. G-E has 
purchased the facilities of the 
Ochiltree Electric Company, for- 
merly distributor there. 

C. W. Hartenfels will be man- 
ager of the new branch. Mr. Har- 
tenfels has been district sales man- 
ager for G-E appliances, covering 
western Pennsylvania, West Vir- 
ginia, Michigan, Ohio and part of 
Indiana. 

General Electric Company now 
has its own major appliance 
branch houses in Boston, Cincin- 
nati, Los Angeles, Newark, New 


| door posters. 


York, Philadelphia, Pittsburgh, St. 
Louis, and Tampa, ADVERTISING 
AGE was told, and this program 
will be limited to 12 major areas. 

In addition, the Cleveland and 
Detroit areas are now handled by 
General Electric Supply Corpora- 
tion. G-E emphasizes that this 
program will be extended only 
when existing distributors go out 
of business. At present, 60 G-E 
major appliance distributors are 
still functioning. 

It is estimated that the major 
appliance business done in the 12 
“branch” areas, however, accounts 
for about one-third of G-E’s total 
in this field. 


Cagney Films to R&R 
Ruthrauff & Ryan, Inc., Holly- 
wood, has been appointed adver- 
tising counselor for Cagney Pro- 
ductions. An extensive campaign 
is being planned to include maga- 
zines, newspapers, radio and out- 


GIBBONS KNOWS CANADA 
. J.J. GIBBONS LTD. 
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|chairman vacationed 


Porter Takes FCC 
Post: Rosyl Hyde. 
May Be Appointed 


Washington, Dec. 21.—Since the 
Congressional recess blocked for- 
mal ratification of the appointment 
of Paul Porter as chairman of the 
FCC, President Roosevelt today 
put Mr. Porter on the Commission 
with an “interim appointment” 
which will be submitted to Con- 
gress when it assembles in Janu- 
ary. 

Failure of Congress to act on 
the Porter appointment in no way 
reflected displeasure with the new 
FCC chief, Senator Burton K. 
Wheeler, chairman of the inter- 
state and foreign commerce com- 
mittee, said. Hearings had been 
postponed while the former Demo- 
cratic national committee publicity 
in Florida. 
On his return, too little time re- 
mained to obtain confirmation. 

With Mr. Porter’s arrival at the 
FCC, one seat remains unfilled. 
Rumors indicate that the White 
House is considering a selection 
from within the Commission, pos- 


sibly Rosyl Hyde, assistant gen- 
eral counsel, and a veteran whose 
service with the government dates 
back to the days when radio regu- 
lation was in the commerce de- 
partment. His selection, however, 
is no foregone conclusion. 


‘Sports Afield’ Ups 
Rates, Circulation 


Effective with the February, 
1945, issue, Sports Afield will in- 
crease its advertising rate to $1,150 
a page, based on an increased circu- 
lation guarantee of 350,000. The 
larger circulation is made possible, 
it was announced, by the tem- 
porary suspension of the Fishing 
Annual and Hunting Annual. 

To promote newsstand sales of 
the sports publication, 1,000-line 
space in metropolitan newspapers 
from coast to coast will be em- 
ployed, in addition to spot radio. 


Heads G-E Research 


Dr. C. G. Suits has been elected 
a vice-president of General Elec- 
tric Company, Schenectady, in 
charge of the research laboratory, 
succeeding Dr. William D. Cool- 
idge, who will retire Dec. 31. 


UPPORT 


Until the last knock- 
out blow is delivered to 


INTERNATIONAL BUSINESS MACHINES CORPORATION 


the Axis Powers it is our 
job at home to continue 
backing our Armed 
Forces by buying 


MORE WAR BONDS 


Advertising Age, December 25, 1944 


INTRODUCTION—Opening ad in a 
local newspaper campaign for Marine 
Trust Co., Buffalo, is this copy in which 
the Old Mariner announces forthcom. 
ing columns called “Notes from the 
Old Mariner's Log," recounting facts 
about Buffalo and the Niagara fron. 
tier. Batten, Barton, Durstine & Os. 
born prepared the copy. 


publications. 


Blue Realigns 
Schedule, Shifting 
Time of Shows 


New York, Dec. 21.—Effective 
Jan. 1 and continuing during that 
month, the Blue Network is re- 
aligning its schedule of evening 
programs to give its advertisers 
“the best possible competitive time 
segments, to make available time 
periods they have requested, and 
to give listeners better balanced 
programming.” 

The programs affected and the 
new times in which they move 
Jan. 1 and thereafter, with all 
times EWT, are: “Guy Lombardo 
in Musical Autographs,” sponsored 
by Larus & Bro. Company, from 
Saturday, 10 p.m., to Monday, 10 
p.m.; “Keep Up With the World,” 
sponsored by Elgin National Watch 
Company, from Sunday, 10:30 p.m., 
to Wednesday, 9 p.m.; Fred War- 
ing, presented by Owens-Illinois 
Glass Company, from Thursday, 7 
p.m., to same evening at 10. 

“The Man Called X,” sponsored 
by Lockheed Aircraft Corporation, 
from Saturday, 10:30 p.m., to same 
evening at 10; Earl Godwin, pre- 
sented by Hastings Mfg. Company, 
from Friday, 10 p.m., to Thursday, 
8 p.m.; Ed Wynn’s “Happy Island,” 
sponsored by Borden Company, 
from Friday, 7 p.m., to Monday, 9 
p.m.; “Counterspy,” sponsored by 
Mail Pouch Tobacco Company, 
from Monday, 9 p.m., to Wednes- 
day, 8:30 p.m.; “Top of the Evening 
with Ted Malone,” sponsored by 
Westinghouse Electric & Mfg 
Company, moving from Monday, 
Tuesday, Friday, 10:15 p.m., to 
Monday, Tuesday, Wednesday, $ 
p.m.; “Scramby Amby,” sponsored 
by Manhattan Soap Company, 
from Wednesday 10:30 p.m., t0 
Friday, 10 p.m., and Charles E 
Hires Company replaces “Heidt 
Time with Hires,” with “Prindle 
and Niles,” shifting from Monday 
at 7 p.m., to Wednesday at 10) p.m 


Harman to Kelley 


J. P. Harman, formerly advertis- 
ing manager of the Cockshutt 
Plow Company, Brantford, Ont 
has joined Russell T. Kelley, Ham- 
ilton, Ont., agency. 


Old Town Names Zlowe 


Old Town Ribbon & Carbo 
Company, Brooklyn, has appointed 
the Zlowe Company, New Yor 
to handle forthcoming advert 
in trade and national consume 
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SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plentt 
by the thousands daily—each copy 12? | 
by many, and passed on from shift fo} 
shift—each copy working 24 hours ¢*'!| 


fe bring you coverage of today’s bi * 


spending customers . . . 100,000 react 
daily! 
* *« THE «x * 


NEW HAVEN, CONN. 
JOURNAL-COURIER 
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The hunger that does not die... 


The insistence of man’s mind on information is as urgent as the 
hunger of his belly for food. Since he first began to think, man has 
demanded answers to his questions about the world he lives in. 

By the answers he accepts he will guide his actions whether 
those answers be truth or falsehood, fact or fiction, science or 
superstition. 

That is why, as the world grows more complex, truth in the news 
of the world grows more vital. Men who understand each other 
work forward together, as friends. Men who misunderstand each 
other make war and kill and die. 

As an American, you are served by the swiftest and most eager 


news machinery ever known. Into its daily task, your magnificent 


working press pours more ability, integrity, and fearless, tireless 
energy than has perhaps been poured into any other job men do 
for man. 

And to help you make the most of your news, we publish News- 
week. Newsweek brings you the facts of the week, in quick and 
clear synopsis. Newsweek gives you interpretation of the news by 
the ablest minds we can find. Newsweek gives you forecast of news 
to come with a record that is unique in the world of publishing. 

You will know your world better when you know Newsweek— 
as millions of the world’s best-informed people can tell you from 
their own experience with Newsweek! 


A WELL-INFORMED PUBLIC IS AMERICA'S GREATEST SECURITY 


NEWSWEEK... 
to report, 

a to interpret, 

2 to forecast the 
; truth of human 
affairs for America’s 
Significant People* 


*In designating the readers of NEWSWEEK as Significant People, we merely 


compress into two words their all-around “far-above-averageness’’— both mental 
and material. The intrinsic character of NEWSWEEK attracts such people natu- 
rally. Their unusual “mental acquisitiveness,” and their eager interest in the 
new, are qualities that meke them especially receptive to your advertising. 
Qualities which have led them to NEWSWEEK in such numbers that its circula- 
tion has risen 78% in six years, while its advertising revenue (among all general 
magazines) has advanced from twenty-second to fifth place. 
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RCA fo Expand 
Export Efforts 
in 45 Program 


Camden, N. J., Dec. 21.—Radio 
Corporation of America is plan- 
ning a slight increase in its over- 
all advertising budget for 1945, to 
a total of about $4,250,000, said 
Charles B. Brown, advertising di- 
rector, primarily to provide for in- 
creased international efforts. Ad- 
vertising by National Broadcasting 
Company, RCA subsidiary, is not 
included in this figure. 

Both domestic and foreign cam- 
paigns will be affected and ad- 
justed by the progress of the war, 


Mr. Brown explained, and intro- 
duction of new products, such as 
television, will not start formally 
until war demands have materially 
lessened. But there will be more 
advertising in 1945 by the di- 
visions for products and less “in- 
stitutional.” 

RCA will conduct intensive 
campaigns for the tube, industrial 
and sound, and engineering prod- 
ucts divisions, through Kenyon & 
Eckhardt; for instruments—radios, 
television sets, phonograph-radio 
combinations — through Ruthrauff 
& Ryan, and for Victor phonograph 
records, through J. Walter Thomp- 
son Company. These campaigns, 
as now planned, generally will be 
of about the same scope and in the 
same media as in 1944. 

Countries in which the interna- 
tional division will run new cam- 
paigns, through J. Walter Thomp- 
son, are all countries of the West- 


ern Hemisphere except Canada; all 
countries of the Eastern Hemis- 
phere open for advertising—Swe- 
den, Spain, Portugal, Turkey, 
Egypt, South Africa, Australia, 
New Zealand, India, Iraq, Iran, 
Palestine, North Africa; all of 
Latin America, Alaska, Newfound- 
land, Hawaii and British posses- 
sions in the Caribbean. 


Ball Leaves Esso; 
McConnell Appointed 


Roy F. McConnell, general man- 
ager of sales of Standard Oil 
Company of Indiana, has been ap- 
pointed vice-president in charge 
of sales, replacing Amos Ball, who 
is retiring Jan. 1 after completing 
48 years of service with the com- 
pany. 

H. E. Hanson, now ranking as- 
sistant general manager, will be- 
come the general manager of sales. 


Harvesier Shows 
Postwar Models 


of Refrigerators 


Chicago, Dec. 19.— With entry 
into the urban household market 
as a possible future goal, Interna- 
tional Harvester Company is ex- 
hibiting the complete line of new 
refrigerators it will produce and 
market in the postwar period. The 
new line (AA, June 5) is designed 
primarily for the farm market. 

While International’s initial ef- 
forts will be directed to the mar- 
ket in which it feels familiar and 
has an existing distribution and 
servicing force, it has not ruled 
out the ultimate possibility of 
entering the urban household re- 
frigeration market. 

International’s prewar line of 


- ¥ 


 - TO THE ADVERTISING 


We were getting an idea of what science 
had in store for fashions just before the 
textile and apparel industry turned to pro- 
ducing war materials. The nylon rage 


expected from this 7-billion dollar indus- 
try, you are sure to find a decided shortage 


of agency representation. 


Advertising Age, December 25, 


POSTWAR UNIT—This is one of the 

Zero chests International Harvester Co. 

will market after the war, for the freez. 

ing and storage of perishable foods, 

A complete line for the farm market 
is planned. 


refrigerators included milk cool- 
ers and walk-in coolers. These 
will be redesigned and restyled 
and will be electrically powered 
as will all other International re. 
frigeration equipment. In addi. 
tion, the company will offer two 
new types of refrigerators, a line 
of Zero chests for the freezing ani 
storage of perishable foods, and ; 
line of combination units, offering 
both zero-temperature and ordi- 
nary-temperature refrigeration in 
the same chest. These will be 
produced in a variety of sizes and 
models. 

Since the new line is in the pre- 
production stage, no prices are 
available. 


American States Elects 
Kitchen, Widens Ad Plans 


Ross Kitchen, for the past 10 
years assistant advertising man- 
ager of Hardware Mutuals, Ste- 
vens Point, Wis., has been ap- 
pointed vice-president and adver- 
tising manager of American States 
Insurance Company, Indianapolis. 

American States is planning ex- 
pansion of its advertising program, 
concentrating on effective adver- 
tising aids for its insurance agents, 
including booklets, direct mail, 
films and newspaper mats. 


swept the country in no time. It was a 
departure from age-old methods, yet it 
earned a permanent place in the fashion 
market. Since then many other processes 
and materials have been developed to serve 
the needs of our fighting men. 


The news in these amazing processes 
might easily surpass style interest once the 
methods can be converted to civilian use. 
Retailers must be introduced to many of 
the strange processes and must be fur- 
nished well-planned promotions if they 
are to merchandise these near-miracle 
products successfully right from the start. 
It calls for thorough agency direction to 
assure this helpful introduction. 


Are there enough advertising agencies in 
textiles and apparel to do this job? Not if 
we are to judge by the number of accounts 
here now. When you compare the number 
of agencies now in the field with the 
amount of business that reasonably can be 


The Retailer’s 


The agency-directed programs now in na- 
tional trade and consumer media can be 
misleading as to the amount of advertising 
being done here. Many of these accounts 
are so masterfully handled that they are 
outstandingly impressive in spite of their 
relatively small number. 


Textiles and apparel is poised for one of 


its greatest periods in history. The future 
is exciting to contemplate. Manufacturers 
are ready to launch programs your adver- 
tising experience can make more success- 
ful. We believe your advertising judgment 
will convince you of this wealth of ‘‘new 
business” in textiles and apparel . . . and 
of the need for immediate action to de- 


velop it. 
jr 


National Newspaper 


Fairchild Publications 


WOMEN'S WEAR DAILY @ UAILYNEWS RECORD @ RETAILING HOME FURNISHINGS 


@ MEN'S WEAR @ CHICAGO APPAREL GAZETTE @  FAIRCHILD'S TRADE DIRECTORIES 


Steel Account Placed 


Firth-Sterling Steel Company, 
McKeesport, Pa., has appointed 
Ketchum, MacLeod & Grove, Pitts- 
burgh, as its agency. Advertising 
will be placed in machine sho} 
tool and industrial engineering 
publications. 
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MEN LIKE THESE 
AND THEIR FAMILIES READ 
THE UNITED STATES NEWS 


W. F. Munnikhuysen, Vice Pres. 


KOPPERS COMPANY 


* 
Camille L. Gairoard, President 
THE KROYDON COMPANY 
* 


Carl F. Dietz, President 
LAMSON COMPANY 
* 
William T. Reed, Jr., President 
LARUS & BROTHER CO., INC. 
* 
G. P. MacNichol, Jr., Vice Pres. 
LIBBEY-OWENS-FORD GLASS CO. 
* 
Courtlandt §. Gross, Vice Pres. 
LOCKHEED AIRCRAFT CORP. 
* 
H. A. Kent, President 
P, LORILLARD COMPANY 
* 
p J. Degnon, Vice Pres. 
SMACK MANUFACTURING CO. 
* 
1. Lincoln, President 
METROPOLITAN LIFE INS. CO. 
* 
M Sweatt, President 
MIN NEAPOLIS-HONEYWELL 
REGULATOR CO. 
* 
M. Rand, Vice President 
SANTO CHEMICAL CO. 


* 
mlinson, President 
ONAL BISCUIT CO. 

* 


Head, President 


VAY EXPRESS AGENCY, INC, 


ag IR 0 Ree erp 


sie 


n the observation ear or plane make a 
point to ask your next seat neighbor “How do 


you rate The United States News?” 


10 to 1 that his opinion will be close to that 


of J. A. Diemand who says: .. .“read it 


each week and consider it most informative.” 


(Mr. Diemand is President of Insurance Company of North America.) 


The overwhelming majority of the subscribers to The United States 
News live on Quality Street. They are the leaders in their commu- 
nities, the people whose habits and customs are followed as a 
matter of course, whose choice of a product is a mark of approval 


— with a distinct cash value. 


200,000 MEN & WOMEN 


ARE SUBSCRIBERS TO 


Danie W. ‘ 
Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20,N. Y. 


L000 000 men & women om Quality Street. 
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Don’t Shoot the Piano Player 


The sign in the frontier dance | 
hall, “Don’t shoot the piano player | 
—he is doing the best he can,” 
might well be paraphrased by! 
publishers who are struggling to | 
take care of their readers and ad- | 
vertisers with a reduced supply of | 
paper. ADVERTISING AGE is in this 
category, and some of our friends 
have suggested that we explain 
the difficulties with which we, in 
common with most publications, 
have been struggling in 1944 and 
will no doubt encounter in in- 
creased numbers in 1945. 

First of all, we are operating 
with a paper supply 25% below | 
our consumption in 1942, the base | 
period. While we have cut the 
weight of the paper used, reduced | 
the type page slightly, trimmed | 
margins, eliminated fringe circu- 
lation and tightened the operation 
at all other points, we have been 
able to print only a part of the} 
advertising that has been offered. 

We are not complaining, because 
our current volume is the largest | 
in history, but it is a fact that we 
have on hand advertising con- 
tracts from more than 100 adver- 
tisers, calling for between 400 and 
500 pages of space, which we have | 
been unable to execute this year. 
While we appreciate this evidence | 
of the fine acceptance of ADVER- | 
TISING AGE by media, agencies, | 
suppliers and other legitimate 
users of space in our publication, 
we have deeply regretted our in- | 
ability to serve so many fine com- 
panies with important messages 
for advertisers and marketers. 

We made provision for some 


| may 
| 


increase in our circulation in 1944, 
but we reached our ceiling much 


| sooner than we had expected. The 


result is that we have been unable 
to add to our list many valued 
subscriptions. These prospective 
readers have had to remain on 2 
waiting list much longer than we 
have wanted them to be there. We 
appreciate their understanding and 
forbearance. 

We have no reason to believe 
that our situation will improve in 
1945. Instead of a year of recon- 
version, it will probably be an- 
other period of war. Thus increas- 
ing difficulties in supplying civilian 
requirements, including paper, 
make it still more difficult 
for us to provide the facilities 
desired by our readers and adver- 
tisers. 

We are printing more news and 
news features than ever before, 
and plan to continue to maintain 
our full coverage of important 


'events in advertising and market- 


ing without reduction. In fact, 
our editorial staff has been en- 
larged and strengthened with this 
in mind. We believe that this is 
our first duty and responsibility, 
and we shall continue to devote 
our best efforts to the important 
editorial assignment which is ours. 

This is the last issue of 1944, 
and we shall enter 1945 with the 
firm resolution to continue to de- 


|serve the good opinion in whicn 


ADVERTISING AGE is held by our 
readers and our advertisers. We 
wish we could do more for both, 


but like the piano player, we are | and he presented it to additional 


doing the best we can. 


| 


The Strange Case of Cecil B. DeMille 


Labor unions have taken full 
advantage of the friendly support 
of the national government to 
strengthen their position. This 
was true before the war, and it 
has been even more true during 
the war. But it is beginning to 
look to us as if the power of 
unions has reached the point 
where the public interest becomes 
the of 
That may or 


for 


subordinate to desires the 


union leaders may 


not be a good thing unions 


From our point of view it suggests 


i trend in the other direction 
One of the most ridiculous of 


the union-made 


issues 1s that In- 
great movie and radio 
production genius, Cecil B. De- 


pl 
Mille, whose work in the 
? ’ ry) ry } 7 , 


volving the 


resort to court action to enjoin 
the union of radio artists, of which 
he is a member, from interfering 


with his radio production, the Lux | 


Theater of the Air. Incidentally, 
it is one of the most popular and 
successful productions in radio. 
During the recent campaign Mr. 
DeMille refused to pay a political 
assessment of $1 to the union. As 
a matter of principle, he declined 
to contribute to a cause in which 
did believe. The union 
summarily suspended him, an 
ich would automatically 


he not 
action wh 
bar him from producing his show 
the talents of other 
the 


courts, 


and using 
of 
is before the 
Mr. DeMille 


shall have 


members union. The case 


and we hope 


wins. Otherwise, we 
labor 


reduced to its 


the spectacle of 
1iespotism 


owest terms 


& —-YES, | 


COULD LET You 
HAVE THAT. 
CHANCES ARE 


OF A CHRISTMAS 


Cae: 


ti. GE ABLE To \ ; 
PICK UP ANOTHER a 
FIRST EDITION canal 


WASTE PAPER DRIVE 


© (Dido nw Y TRIBUNE NO 


ns | 


—The Timid Soul, by Webster 
New York Herald Tribune 


Pepping Up Employes | 

Some months ago the news col-| 
umns of this paper reported the | 
interesting experiment of Geo. A. | 
Hormel Company and its agency. 
BBDO, Minneapolis, in attempting 
to explain to Hormel employes 
and others just how the company’s | 
advertising worked, what it cost, | 
and what the company got for it. 


‘least’ 


most 

sought 
many sound and intelligent ques- 
tions came in. 


|dividually and in writing. 


wanted to know 
interesting 
wanted to know more 
interesting subject. 

individual questions and 


more 
subject; 96% 
about the 


All of them were 
worth while. . . 

“Each of these was answered in- 
It was 


Not long ago we ran across a| our feeling that if a plant employe 


report on the results of the pres- | 
entation at the company which is | 
so interesting that we think it 
bears repeating at some length: 


was interested enough to send in 
a personal question, he would be 
willing to read a relatively lengthy 
answer. Here was our chance to 


We) 


The following documents miay 
be secured without charge from 


|companies sponsoring them, or 
|through ADVERTISING AGE, by any 
national advertiser or advertising 
‘agency executive writing on his 
| business letterhead. 


ihe: 2448. The Postwar Railway 


Market for Manufacturers. 

Simmons - Boardman Publishing 
|Corporation has issued this 100- 
page booklet, in which the editors 
of Railway Age predict a postwar 
market exceeding the approxi- 
mately $1.2 billions annually 
|which the railroads have spent 
with manufacturers in the past 
three years. The booklet closes 
with an appendix which gives the 
principal statistics on which the 
conclusions in the text are based, 
and includes purchases by the 
railroads of some of the major 
items in a _ tabulation covering 
several years. 


No. 2449. 

vidual. 
| This interestingly illustrated 
brochure, issued by the F. H. Birch 
Company, Boston outdoor adver- 
tising concern, gives the _ back- 
|ground of New England and its 
| people, and tells the story of the 


New England the Indi- 


| Seventy-five per cent of the men|jand, the early struggles for exist- 
about the} ; 


ence and the influence of New 
England’s heritage on the section’s 
.nodern character. The last pages 
of the brochure tell a sales story 
| in statistics on New England, com- 
pared with the country as a whole, 
and provide information on the 
|services of the Birch company. 


| No. 2450. The School Market. 

| The Nation’s Schools has issued 
\this study, which highlights facts 
on the extent and structure of the 
|U. S. public school market. The 
| publication’s editorial program is 


“Other than by their attention! talk to some of the plant leaders | discussed, and a circulation break- 


during the presentation the first | 


group of Flavor-Sealed foremen | 
and supervisors showed no 


...some of the thinkers... about 
advertising. Some of our replies 


i'down and advertising volume rec- 
|ord are charted. 


im-|covered four typewritten (single | 


mediate reaction whatsoever. The | spaced) pages. They were passed | No, 2417. Tri-Cities. 


second group was mildly respon- | 
sive. We were disappointed. 

“However, less than two weeks 
later Mr. Corey, Hormel cunersl | 
manager, called to tell us that our | 
story had caused so much interest | 
and discussion out in the plant 
that he wondered why it couldn’t | 
be given to similar groups! 
throughout the packing house di- | 
vision. It was shown to the ex-| 
ecutive committee and approved. 
Then Mr. McCormick of the mer- 
chandising department joined us 
in giving the portfolio to four 
groups of packing division men | 


plant and office groups until the 
key employes had been covered. 
“The reaction at all of these | 
meetings was one of extreme in- | 
terest and, in many cases, enthusi- 
asm. The comments of individual 
men after the meetings were most 
gratifying. Remarks like 
‘Don’t think we don’t discuss the 
Spam program at home nights... 
it is a social topic at times ... wait 
till it comes up again... I’ve got} 
the answer,’ were numerous. 
“Realizing that the interest of 
the moment would subside over a/| 
period of time we prepared a 
questionnaire to determine 
whether not these men would 
be interested in more information 
on such subjects product re- 
search sales problems and 
planning ... advertising maga- 
zine and radio research etc. 
There was no pressure the 
questionnaire bore no _ signature 
and ended up, “sign or not, as you 


or 


as 


wish” and copies were left about 
the meeting room as subsequent 
sessions were held. 


“The returns were surprising. 


back to the men by Joe Mc- 
Cormick personally and were ex- 
tremely well received. 
“The response to our 
questions had _ provided 


‘stated’ 
subject 


material for a two-year program | 


of subsequent meetings spaced ap- 
propriately about three to four 
months apart. 

“A small photostatic reproduc- 
tion of the portfolio has been used 
successfully by Mr. E. H. Flitton 
for home-office and field sales 
meetings . .. and has been made 
a part of his indoctrination ma- 
terial for new members of the or- 
ganization.” 


Jottings 

R. H. Macy & Co. has mailed “A 
Report to Our Suppliers,” explain- 
ing the operation of its vendor re- 


|lations committee, to all manufac- 


turers, wholesalers, jobbers and 
other suppliers with which it deals 
throughout the world, as well as 
to 900 trade associations. The little 
booklet explains the operations of 
the vendor relations committee in 


| some detail, the company’s general 


idea being, “We want to be nice to 
the suppliers who are nice to us.” 

The Evening News, Cadillac, 
Mich., used the front page of its 
Nov. 27 issue to present an object 
lesson in the meaning of a free 


press. The front page was blank 
except for the column rules, a 


streamer headline reading, ‘“‘Gov- 
ernment takes very drastic step, 
stops wire news service last night,” 
and a “story” in the corner: 
“Nothing to print; news is cen- 
sored.” The direct lesson evolved 
was the necessity to buy war 
bonds to help keep America’s press 
and institutions free. 


| This new folder tells a popula- 
\tion story of the Tri-Cities area 
j}and pictures the postwar manu- 
facturing outlook, as set forth by 
ithe Moline Dispatch and Rock 
Island Argus. 


No. 2418. The Census Bureau 


Matches Names. 
This newly -revised brochure 
| presents an analysis of Successfu! 
Farming families in relation 10 
farm families within the same 
communities, within the publica- 
tion’s 15 primary states, and with- 


in the nation. Data is based on 
special tabulations of the 1940 
Census of Agriculture, Housing 
and Population. 

No. 2410. 64 Direct ‘Circulatio 


Offices’ Guarantee Coverage 0! 
the Metal Industry. 

| Metal Progress has issued 
folder, which describes the circu- 
lation method in use by this }u! 
| lication, and its effectivenes 

| delivering a complete covera: 
|the metal producing and n 
working industries. 


2420. The 
Market. 
Up-to-date figures on the 
its market and its newspape 
included in this new market f 
on Memphis, released by the ¢ 
mercial Appeal and Mem} 
Press-Scimitar. : 


No. South’s Bi 


No. 2424. Ten Telling Years. 

On the occasion of Mu 
Broadcasting System’s tenth a 
versary, the network has rele 
an illustrated brochure chronic 
world affairs since 1934 as re 
by its “air-historians.” 
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Preyer Leaves | 
Vick to Direct 


Morse Division 


New York, Dec. 20—Allan T. 
preyer, for 25 years an executive 
of Viek Chemical Company, has 
resigned as 
Vick vice-pres- 
ident and di- 
rector to be- 
come chairman 
of the board of 
Morse _ Interna- 
tional, New 
York agency 
handling the 
Vick account. 
Effective Jan. 1, 
Mr. Preyer will 
join Morse to 
organize and 


Allan T. Preyer 


direct a new postwar planning 
division for special services in | 
connection with the expansion 
plans of Morse’s major clients. 

Morse accounts include the do- 
mestic, foreign and Vitamins Plus 
divisions of Vick; Prince Matcha- 
belli, Inc.; Seaforth men’s toilet- 
ries, and the Elisabeth Rae-La- 
mont division of Cosmetic Dis- 
tributors, Inc. 

President of the Advertising 
Club of New York and a director 
of the Advertising Federation of 
America, Mr. Preyer is former 
chairman of the AFA war adver- 
tising committee, as well as for- 
mer chairman of the board of the | 
Association of National Adver-| 
tisers. | 

During his years with Vick, MT. | 
Preyer has been _ successively | 
salesman, sales manager, director | 
of sales and advertising, and vice- 
president and director. 


Deny FTC Charges 


Sterling Drug, Inc., New York, | 
and Ruthrauff & Ryan, in answer 
to an FTC complaint last week, | 
denied a series of charges against | 
Ironized Yeast advertising. Chief | 
contention is FTC’s insistence that | 
ads failed to reveal that listless- | 
ness and other symptoms are not}! 
necessarily remedied by the prod- | 
uct’s vitamin B, and iron content. | 


WOV to Washington 

WOV, New York, will open a} 
Washington office Jan. 1, under 
the supervision of Tom Morgan, 
news commentator, whose _ pro- 
gram on WOV will be changed to 
10:05-10:15 p. m. His _ future 
broadcasts will be divided between 
coverage of Washington events 
and analysis of the war. 


To Goldman & Gross 

R. A. Briggs & Co., Chicago, has 
ippointed Goldman & Gross, Chi- 
‘ago agency, to handle advertising 
f its line of drapery ensembles. 


| Leading Agencies Rely on 
| Foithorn 3-in-1 Service! 


We would like to show you 


amples of work that we 
2re regularly producing for 
‘ading advertising agen- 
es through our COMPLETE 
RVICE METHOD of opera- 
n. Ad-setting, Engraving 
d Printing...all under 


i£ roof. Phone or write to 


1} ~ FAITHORN CORPORATION 
ON. Rush St., Chicago 11 
Phone WHitehall 2300 


FQRY ICTORY 
P 


4 


FCC Amends Rules 


on Political Programs 


The FCC recently ended spec- 
ulation about new _ identification 


requirements for radio programs 


by amending its regulations to 
tighten up on political programs 
or programs involving discussion 
of controversial issues. 

Under the new rule, announce- 
ment of the source of payments 
for such programs must be made 
at the beginning and end of the 
broadcast. In the case of ordinary 
commercial programs, the present 
rule requiring only one announce- 
ment remains in effect. 


Laros Appoints 

R. W. Strohmeier, director of 
production and sales for Laros 
Textiles Company, Bethlehem, Pa. 
has been elected a vice-president. 


Benton & Bowles 
to Handle Entire 
Best Foods Acct. 


uct advertising to Benton & Bowles, 
The Best Foods, Inc., will place 
all its accounts with this agency. 

The shift from Arthur Kudner, 
Inc., which formerly handled the 
flour and cereals—including Heck- 
ers’, Ceresota and Aristos all-pur- 
pose flours, Presto Self Rising cake 
flour, H-O Oats, Force and Heck- 
ers’ Cream Enriched Farina—will 
become effective March 1. 

Benton & Bowles has handled 
the company’s Nucoa margarine 
and Hellmann’s-Best Foods 
mayonnaise since 1940, and cur- 
rently prepares advertising for 


transfer of flour and cereal prod- | 


New York, Dec. 19.—With the| 


| 
| 


Real | 


Shinola, 2 in 1 and Jet Oil shoe 
polishes. 


Name Jost, Denning 

W. J. Jost, formerly with Dan- 
cer - Fitzgerald - Sample, Canada 
Dry Ginger Ale Company, and 
Owens-Illinois Glass Company, 
has joined Sherman & Marquette, 


| New York, as account executive on 


the Colgate-Palmolive-Peet Com- 
pany account. W. R. Denning has 
been promoted to media director | 
and will continue to supervise pro- | 
duction for the agency. | 


Tolle Name ‘Changed 


| 
Effective Jan. 1, Norman w.| 
Tolle & Associates, San Diego, Cal.., | 
agency and public relations organ- 
ization, will become Allied Busi- 
ness Builders. Ownership and per- 
sonnel of the agency remain un- 
changed. 


13 


Babbitts Joins Blue 

Lee Babbitts, recently dis- 
charged from the Navy following 
injuries sustained in the invasion 
of the Marshalls, has joined the 
sales promation department of the 
Blue Network in Chicago. Prior 
to his Navy service, where as a 
lieutenant (jg) he received the 
Purple Heart for battle injuries 
while filming the Marshall Islands 
invasion by U. S. forces, Mr. Bab- 
bitts was with WABC, New York, 
and the radio department of the 
Aeronautical Chamber of Com- 
merce. 


APRA Elects Brady 

William L. Brady Jr., director 
of public relations of the Atianta 
Journal, has been elected district 
vice-president of the east south- 
central states of the American 


| Public Relations Association. 


meee 


station's philosophy—“‘in 


service of home and nation.” 


e Public in.| ca 


st 


Tragedy descended on Cleveland when giant liquid gas storage tanks exploded, set fires, took a toll of 130 dead and 32 missing 


members of Radio Station WGAR volunteered, entered the stricken area to help saye lives and property . . 


Staff 
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THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 
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NEW 


50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


Interfaith Group 
Reports Success 
of Advertising 


New York, Dec. 21.— The suc- 
cessful use of advertising media 
in the field of interfaith mass edu- 
cation was described by Richard 
A. Zinn, director of public rela- 
tions, before a recent meeting of 
the board of directors of the Insti- 
tute for American Democracy, Inc. 

A series of 22 full-page ads was 
worked out for the institute by 12 
advertising agencies early last 
year, subsequently appearing ‘in 
more than 326 daily newspapers, 
all under local sponsorship. Boards 
in more than 60 cities carried a 
series of full-color 24-sheet post- 
ers, sold by General Outdoor Ad- 
vertising Company and scores of 
other plant operators, sponsored 
by business, patriotic and fraternal 
groups. This series has recently 
been adapted to car cards. Na- 
tional Transitads, Chicago, has en- 
dorsed the project, and Mayor La- 
Guardia of New York has offered 
space in all city-owned street car, 
subway and bus systems. The 
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Fifth Avenue Coach Company and 
the Third Avenue Railway Com- 
pany are also cooperating. 

Nearly 200,000 small indoor 
posters have been distributed to 
schools, industrial plants, and 
Army and Navy posts, and other 
organizations are making use of 
matchbooks, blotters, and payroll 
envelopes to cooperate with the 
institute. 

Dr. Robert W. Searle, general 
secretary of the Greater New York 
Federation of Churches, Inc., was 
unanimously elected president of 
the corporation, succeeding Dr. 
Guy Emery Shipler, who has held 
the office for the past two years. 


‘Farm Journal’ Promotes 


T. W. Lord, formerly New York 
manager of Farm Journal, has 
been appointed director of market- 
ing of both Farm Journal and 
Pathfinder. A. Sidney Jenkins, 
previously manager of the Phila- 
delphia sales territory of both 
publications, has been appointed 
assistant to the publisher of Path- 
finder and will be succeeded by 
Omar Keller, formerly in charge 
of advertising sales for both mag- 
azines in the southern territory. 


-- 


ined So say the 52 steel plants we 
queried about reconversion 
problems. They add: “The same steel 
we rolled for subs, ships and bombers, 


we'll keep right on rolling for cars and 
refrigerators!” 


80% said “No reconversion neces- 
sary” and 14% said “Slight 
and rapid!” 


“ 


90% said “No change in personnel! 


i 100% said “No change (or slight) in 
. product!” 


So you see. there will be no pause in 
Pittsburgh for reconversion—and no pause 
in buying by the 226,000 steelworkers in 
the district who earn $12,000,000 weekly. 


REPRESENTED NATIONALLY BY 


New Yort . Chicago . whiladelphia * 


THE NEWSPAPERS ARE THE GREATEST 
ADVERTISING MEDIUM IN AMERICA 


Boston . 


Becawe 


Yes, peace and post-war prosperity will 
begin in Pittsburgh. For the produc- 
tion of cars and refrigerators and buildings 
must begin with the basic steel that Pitts- 


burgh rolls to build them. 


And your sales will keep right on going 
and right on growing, with no time-out if 
you focus your message in Lucky Pitts- 


burgh’s Post-Gazette. 


PITTSBURGH 
POST-GAZETTE 


PAUL BLOCK AND 


Detroit ° San Francisco : 


Los Angeles ° 


ASSOCIATES 
Portland 


Each day 47,000,000 Newspapers are Bought. Each day 
the people of America pay $1,500,000 for their News- 
papers. The people desire advertising in their Newspapers. 


Davis to Become 
Chairman of FTC 
for Third Time 


Washington, Dec. 20.— Chair. 
manship of the FTC will pass 
the third time Jan. 1 to Ewin 
Davis, former Congressman f) 
Tennessee, and a member of the 
Commission 
since 1933. 

Now in his 
second term, 
Judge Davis 
was appointed 
te the FRC 
after 14 years 
in the House, 
where he insti- 
gated an in- 
vestigation of 
the radio in- 
dustry which 
later led to an 
anti-trust action by the Depart- 
ment of Justice. 

An advocate of strict enforce- 
ment of the anti-trust and fair 
business practice laws, Judge 
Davis believes that FTC must be 
alert during the coming months to 
promote “free and wholesome 
competition and the welfare of 
the consuming public.” 

“During the reconversion and 
readjustment period,” he says, 
“there may be a renewed infiltra- 
tion of unfair methods of competi- 
tion and unfair and deceptive acts 
due to the change from the pres- 
ent day sellers’ market to a buy- 
er’s market and keener competi- 
tion.” 


Bs 


Ewin L. Davis 


| Chairmanship Rotates 


| Under law, the FTC chairman- 
ship rotates each year among the 
five commissioners. The retiring 
chairman, Robert E. Freer, will 
continue his regular administra- 
tive and judicial duties. Mr. Davis 
had previously served as chairman 
in 1935 and 1940. 

While in Congress he was chair- 
man of the House committee on 
merchant marine, radio and fish- 
eries. He was instrumental in 
writing the Radio Act of 1927, and 
was the author of the 
Equalization Amendment” which 
resulted in the reallocation of 
radio station licenses, boosting the 
strength of southern stations. Pro- 
visions which he put into the 
Radio Act were designed to curb 
monopoly, and to insure equal and 
fair treatment of candidates or 
those desiring to discuss public 
questions. 


Heads LAA Group 


Clifton P. Mayfield, of Fidelity- 
Mutual Life Insurance Company, 
Philadelphia, has been elected 
chairman of the Keystone group of 


the Life Insurance Advertisers 
Association. Lillian E. Yelland of 
the advertising department of 


Provident Mutual Life Insurance 
Company was elected secretary, 
and Evelyn Shuler, director 0! 
public information of Penn Mutual 
Life Insurance Company, was 
named press chairman. 


/holo- engraver y 
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If some in your organization are lay- 
ing all o’ their blue chips on hands 
that won’t be aged enough when the 
postwar showdown comes—better 


see to it that they take a better look 
at the hands. \ 


Take a peek at the pat hand we'll sit 


in with. \ 


Columbus and Central Ohio is pros- 
perous now .. . but - partly 
because of the war. This market 
has gained its national importance 
through long established teamwork 


between diversified industries and 


progressive agriculture. 


You can cash in on this bulging pot if 
you lay your advertising blue chips 
on the one newspaper that dominates 
this whole area . . . the one news- 
paper that ean boast of more than 770 


exclusive advertising accounts. 


\ 


*Bayer’s Aspirin is one of the 770 advertisers who use 


The Columbus Dispatch 
coverage here. P exclusively for newspaper 


\ 
Columbus Dispateh 


OHIO'S GREATEST HOME DAILY 


Represented Nationally by 
O'MARA and ORMSBEE 
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Borden Boosts 
Brand Names with 
Elsie’s Accolades 


New York, Dec. 19.—As one of | 


the advertisers helping the Brand 
Names Research Foundation in its 


expanded efforts to educate the) 
public on the importance of trade- | 


marked products, Borden Com- 
pany has scheduled typical “Elsie 


and Elmer” ads with copy in 
praise of brand names for inser- 
tion in January, February and 


March issues of seven magazines. | 
The Borden brand ads will ap-| 
Weekly, 


pear in The American 
Collier’s, Life, 
The Saturday Evening Post and 


Time. 


att. 
t 


al 


you know they’re always the 
same, always reliable. Brands are 
really the housewife’s shopping 
safeguard. For instance, when 
folks see Borden’s brand on a 


| package, jar, or bottle, they have 
Look, Newsweek,| confidence in the food’s unassail- 
| able purity.” 
is Young & Rubicam, | 


Agency 


Typical copy has Elsie exclaim- | New York. 


ing: “Oh, I think brands 
lovely! Especially brands on foods. 
They’re like old friends. Wher- 


ever or whenever you meet them, | 


are | 


NEW YORK OFFICE: I0! Park Ave. 


For Best Results Advertise in— 


“CONCENTRATED” 
NEGRO MARKETS 


— CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 

Write for information: 


GEORGE T. HOPEWELL, 
CHICAGO OFFICE: 75 E. Wacker Drive 


Exclusive Representatives 


McCormack Named 


| H. M. McCormack, member of 
the sales department of American 
|/}Can Company, New York, for 26 
| years, has been appointed assist- 
}ant general manager of sales. He 
| will direct sales activities of fiber 
| milk containers and cans for beer, 
|and will head Canadian sales. 


George H. Murphy 
Named Ad Director 


George H. Murphy, former 


Higgins Bids for 
New Appliance 


|/it can and has begun contracting 


| assistant merchandise manager of|domestic and commercially - used | here 
the mail order division of Mont- | appliances. 


Distributors 


(Picture on Page 1) 


Industries, Inc., which will swing | table appliances and electric i: 
| into mass production of a complete clothes dryers, floor furnaces . 


line of pleasure boats after the| 
war, has set up an appliance di- 
vision for distribution of a long 


list of major and minor 


ances on a franchise basis in Lou-| ager, will distribute a long line 


isiana, south - central Mississippi, | Carrier Corporation’s air c 
southern Alabama, and 
Florida. 

Although the company 
yet convert its production facili-| cases, etc. 


and landing craft to pleasure boats, 


with dealers for outlets for both} The departments will be ho 
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division, headed by W. H. Bram. 
blett, will distribute Motcro); 
| radios, television sets, and a ito. 
| matic receivers; Blackstone w sh. 
-ers, dryers and ironers; Eu:ek, 
vacuum cleaners, floor polis ep; 
garbage disposers, electric i: jn; 
etc.; Electromaster ranges an; 

New Orleans, Dec. 19.—Higgins water heaters; Manning Bow na; 
ns 
an 

space heaters, kitchen and ut lity 
cabinets, and ranges and wate 

| heaters of other makes. 
; ; The commercial departmen:, 0; 
appli- which L. V. Busenlener is man. 
of 
\di- 
western | tioning and refrigeration appli- 
|/ances, including beverage coolers 
cannot | home and farm freezers, displa, 
It will also handle foo; 
ties from manufacture of PT boats} lockers, ceiling and wall insula- 
tion, central heating systems, ven- 

tilation systems, etc. 

used 
in a large air-conditioned 


| gomery Ward & Co., Chicago, has} advertisements have appeared in! showrooms. 


| been appointed advertising di- 


the territory to be served, inviting Current newspaper 


Large-size newspaper | Higgins building containing man) 


advertise- 


rector of Personal Products Cor-| prospective dealers to contact J.O.| ments point out that the time js 


| poration, Milltown, N. J., and Chi- | Crary, 
of Modess, | 


|cago, manufacturer 
| Meds, Laress and Co-ets. 


here, for information. 
The domestic department of the} war business. The compan 
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WESTINGHOUSE RADIO STATIONS Inc 


wowo - 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


* WBZ © WBZA * 


For TWELVE YEARS, these “Sweethearts of 
Song” have soothed the souls of the masses 
to whom the old songs are best. The end- 
product of their performance has been 
successful selling of products ranging all 
the way from soap to wire fence. 


This personable pair.. whose fans are 
friends, and numbered by the thousands.. 
are regular noonday radio-guests in homes 
far beyond the normal WOWO primary 
area. How far? Well, 


WOoWO 


program, 


“pouring every facility and e 


manager of the division | ripe for dealers to make thei 
' brand choices for immediate post- 


y 
very 


resource of the gigantic Higgins 
Industries organization” into its 
“role as distributor,” the ads say. 


Dealers are informed that the 
division now offers, to a selected 
| list of progressive retailers, a “re- 
markably liberal sales and service 
| contract” on the various nation- 
‘ally known appliances. It will 
| offer specialized training and pro- 
motion for dealers, salesmen and 
returning servicemen, and wil] 
make its showrooms available fo: 
| dealer use in selling to customers 

The company is reported to have 
| abandoned earlier plans to manu- 
| facture appliances. 

Bauerlein, Inc., New Orleans, i: 
the Higgins agency. 


‘New York Media 
Men Elect Officers 


Dan Gordon of Ruthrauff & 
| Ryan has been elected president of 
| the Media Men’s Association, New 
| York, for 1945.: Other officers 
|chosen are: Ist vice - president 
| Joseph P. Braun, Kenyon & Eck- 
|hardt; 2nd vice - president, Jack 
| Hagan, Lloyd, Chester & Dilling- 
| ham; treasurer, George Schiesser, 
| Erwin, Wasey & Co.; secretary, Ed 
|Baumiller, Pedlar & Ryan; ser- 
| geant-at-arms, P. Seixas, John H 
| Owen, Inc., and chairman of the 
|executive board, Norman Tveter, 
Erwin, Wasey & Co. 

S. Schaefer, Buchanan & Co. 
/and S. Gill of the Biow Company, 
| were elected associate members, 


confined 
nouncement, brought 4.825 replies.. from 
503 cities, 139 counties, 11 states. 


an offer on their CI 
publicity. 
to one an- 


Roberts to New Post 
C. Monte Roberts has been 


_and Ray H. Huhta, Berminghar 
|Castleman & Pierce, will hea 


ap” 


pointed director of the Bureau | 


Two million substantial folks, whose Public Information for Ontaric 
, » roots go deep in traditional Amer- |He was formerly with the Cana- 
, j . | dian Street Car Advertising Com- 
ican values, find the singing | pany, and was previously promo- 
; of Don and Helen singularly | tion manager of the Winnipeg Tr- 
satisfying. These people live, — ont 
labor, and buy in the rich 
h half-rural, half-urban 


ae WOWO sphere of in- 


, fluence. 


WGL 


Don and Helen are 
available for sponsor- 
ship on WOWO, In- 
diana’s most powerful 
station. NBC Spot 
Sales 
range an 
your office. 


/\ 0 Wy | 
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FORT WAYNE 


If it’s 


you want. ee 
TAKE 


NEW HAV 


The Register is ratec 
7th test market in the 
—2nd in New England 


a minimum cost you 


will gladly ar- 


audition in 


urban and suburban 


lation. 


“Independent Survey of Providence 
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It takes a lot o buyin ~ 
to keep good homes a-goin’ 


For 44 consecutive years the Chicago Daily News has 


carried more Total Display advertising than any other Chicago news- 


paper—morning, evening or Sunday.* The reason for this leadership 
is plain: abundant response from substantial families that have chosen 
the Daily News as their home paper. 

The Daily News circulation is selected mass circulation. Meaning 
that it represents preferred coverage —in the most productive pro- 
portions — as related to the buying potentials of Chicago’s various 


residential districts. With more than a million reader-friends (who 


do a lot o’ buyin’ to keep good homes a-goin’) the Daily News is ‘Fer foie companion 
quor linage omitied 
nce the Chicago 


Daily News does not 


CHICAGO’S BASIC ADVERTISING MEDIUM eats errepas 


CHICAGO DAILY NEWS 


FOR 69. YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF oi 
RESPECT AND TRUST 
Y NEWS PLAZA: 400 West Madison Street, CHICAGO 


ROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE 
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Assails Jobber 
Offers Used by 
Piston Ring Maker 


Other FTC Charges 
Against Celanese 
Denied by Company 


Washington, Dec. 19. — Wita 
manufacturers throughout the 
country planning reconstruction of 
their distribution organizations, 
the FTC today got in a word of 
caution with a cease and desist 
order, blasting the methods used 
by a major automotive parts firm 
to win exclusive jobber outlets. 

The order outlawed as “unfair” 
three types of offer used by the 
Hastings Mfg. Company, Hastings, 
Mich., to build itself up from one 
of the smallest piston ring manu- 
facturers to the second largest 
seller of piston rings for the auto- 
motive replacement trade. 

Practices which the FTC forbid 
include: Buying up rings of its 
competitors and replacing them 
with its own; making loans to job- 
bers; and guaranteeing jobbers 
that their gross profit on Hast- 
ings rings would be some specific 
percentage greater than _ profits 
from the sale of competitive rings 
the previous year. 


Celanese Denies Charges 


At the same time, FTC received 
a lengthy brief from the Celanese 
Corporation of America, defending 
its use of cooperative advertising 
to strengthen relationships with 
manufacturers and retailers of 
women’s garments. It denied that 
any customers were favored or 
that arrangements were concealed 
from their competitors. 

In its statement, the firm de- 
fended cooperative advertising as 
“an integral part of the modern 
distributive system,” and an “ap- 
proved method of advertising.” To 
the FTC charge that Celanese had 
cooperated only with certain cus- 
tomers, on a basis of its own as- 
sessment of their “prestige,’’ the 
firm replied that it was common 
knowledge in the trade that it was 
open to proposals from all manu- 
facturers and retailers of women’s 
garments containing Celanese ace- 
tate rayon. 

The FTC complaint against 
Celanese had not challenged coop- 
erative advertising as a business 
practice, although the Commission 
has indicated in other reports that 
such offers are loaded with “un- 
fair’ and “discriminatory” possi- 
bilities. Specifically, the complaint 
had asserted that the Celanese 
arrangements were not offered to 


all customers on proportionately 
equal terms. 
Celanese denied that it had 


arrangements with weavers, knit- 
ters and other processors in the 
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Fine cut film Kodachromes of 
Boulder, Coulee, Bonneville Dams. 
Hundreds of other subjects, for 
many uses. 


Write for FREE Stock List 


FRED BOND 


1007 BROXTON @ LOS ANGELES 24 
.... Representatives in (hicago and New York .... 


| textile industry to insure that its| 
|portionately equal 
| public under the trademark Cela- | 
It admitted arrangements | 


| rayon yarn reached the consuming 


nese. 
| with a number of manufacturers 
and retzilers, but said these deals 


posals. 
FTC Charges Payments 


When the action began, FTC re- 
ported that Celanese had made 
| payments to stores and manufac- 
turers ranging from $60 to $11,000. 
Celanese said that these payments, 
though representing 25 to 50% of 
cooperative advertising, were not 
made on an annual basis. “All 
manufacturers and retailers of 
women’s garments containing Cel- 
anese acetate rayon were free to 
submit proposals for cooperative 
advertising,” the answer said. “All 
such proposals were equitably ap- 
praised and the respondent par- 


were in response to specific pro- | 


ticipated in the advertising on pro- 
terms to all 
customers.” 

The cease and desist order 
against the Hastings company 
charged that the company was “di- 
verting trade unfairly from its 
competitors”; that it ‘“unreason- 
ably hampered and restrained 
manufacturers of competitive 
products in disposing of their mer- 
chandise”’; that it “unreasonably 
lessened and suppressed competi- 
tion in the sale of piston rings and 
other replacement parts for motor 
vehicles”; and that “it tended to 
create in the respondent a mo- 
nopoly in the sale of such prod- 
ucts.” 


Adds Many Jobbers 


The Commission found that be- 
tween 1923 and 1935, Hastings had 
approximately 600 jobber custom- 
ers. With the introduction of a 
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new type steel piston ring mark- 
eted under the name Steel-vent 
in 1935, the company inaugurated 
a general policy of persuading job- 
bers to discontinue handling what- 
ever lines of piston rings they then 
stocked, and to distribute Hast- 
ings rings exclusively, the report 
said. ’ 
During the next five years, 
Hastings obtained 900 new dis- 
tributors and advanced from a 
position as one of the smallest pis- 
ton ring manufacturers having na- 
tional distribution to a position as 
second largest seller of piston rings 
to the replacement trade. ‘The 
record shows,” the order stated, 
“that in securing a_ substantial 
number of the new jobbing ac- 
counts acquired after 1935, in- 
cluding some of the larger and 
more desirable ones, upon an ex- 
clusive or upon a basis highly 
preferential to Hastings rings, the 


respondent relied upon and 
the practices described.” 

It was the practice of Ha 
to destroy competitive rings 
it purchased, regardless of 
condition, or actual value, a) 
to return them to chann¢ 
trade. Quantities purchased 
individual jobbers ranged 
$15,000. In one year, FTC 
Hastings purchased 
rings from 173 jobbers for ; 
cost of $281,000. 

During the years 1937-19 
clusive, Hastings made loans 
jobbers in an aggregate a: 
approximating $151,000. Or 
dividual loan was negotiat« 
$16,000, FTC declared. 


Miss Orr to R&R 

Miriam Orr, formerly ass 
traffic director of WJW, Clev: 
has joined Ruthrauff & Ryan, 
cago. 
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even more revealing. 


Here is a product analysis of the last full year’s advertising 
in THE IRON AGE. It provides a picture of prime im- 
portance to any manufacturer with a product or service to 
sell the metalworking industry. And impressive as this 
7,921-page breakdown is, the figures for 1944 will prove 


This is tangible proof of the advertising breadth that 
combines with editorial breadth in THE IRON AGE to 
make this publication “required reading’”’ for 100,000 
key metalworking men — men who plan, specify and buy. 
It is further evidence that if you make or sell any of the 
products listed, THE IRON AGE should be seriously 


considered when you make up your industrial advertising 


—w_ué ‘ . . ° 
‘ list. Further details will be supplied upon request by your 
own IRON AGE representative. 
PAGES PAGES 
. 8 fe errr veer rrrrrr errs crn rr 1762 PARTS —NOT IN OTHER GROUPS (Cont.) 
Machine Tools 108114 Forgings 8814 
Cutting Tools 331 Springs & Wire Shapes 122 
Gages & Inspection Tools 120% Stampings 66 
Attachments, Jigs, etc. 77% Perforated Metals 4824 
Grinding Wheels & Stones 971% Die Castings 8 
Portable Tools 35% Screw Machine Products 12% 
Coolant Pumps 184 Weldments & Fabrication 33% 
METALS 1136 Rings 12% 
eee eee eee eee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeese Plastics 9 
Metals—Ferrous 537 Wire Cloth 153, 
Metals—Non-Ferrous 235% Ball “4 
al ‘va \% alls 8 
Metals—Tool Steel 90% Tia te Crianliies 12 
Metals—Stainless Steel 60% Ww a P 3/ 
wail ~ 1 ood Parts 434 
Metals—Clad Steel 384 : a ie 4 
: 12 Pipe & Tube Fittings 1124 
—oe et Pipe & Tube Bends 26° 
res 43 igs ’ 1 
Welded & Seamless Steel Tubing 71 Precision Parts 26/4 
Powder Metallurgy 3% FASTENING & JOINING PRODUCTS... ....................... 453 
POWER TRANSMISSION PRODUCTS......................... 721 Welding Equipment 244 
Bearings—Ball or Roller 144 Solder & Brazing Metal ; 13 
Bushings, Bearings & Bearing Metal 49 Screws, Bolts, Nuts, Rivets, Lock Washers 188 
Belting & Belt Drives 67 Oxygen Generators 8 
Transmission Chain 26 
Hydraulic Transmission 421% — — EQUIPMENT. .................. 39 me 
Air & Hydraulic Cylinders 15 Lie “A a ea 
ed soa, P Lighting Equipment 2334 
Motorized Drives 3 Scal ret. 
Motors 702 | pall —* 
ae . iy Ns 3 Locomotives 28 
Electric Control Equipment 86 % = 
Electronics 27 a, Oil & Fluid a 
Gears & Gear Reducers 97 I ce — 57 4 
Clute hes ; 1973 Lubricating Systems 13 
Couplings 2078 Space Heaters 4 
Shims 6 Pt ee ae 
Babbitting Retainer Compound ly Building Insulation 4° 
Packing, Seals, etc. 2014 oo — 6% 
Felt 6 . ‘loor ‘ ates ; 15) 2 
Other Transmission Equipment 11 Roofing, Siding & Flooring "3 
i ccaneten Ciasneh Miiaiadied 12 Fire Extinguisher Systems 9 
emote Control Systems - Rolling Doors 7 
PARTS —NOT IN OTHER GROUPS 656 Air Conditioning 16 
Steel Castings 5 Dust Collectors 524 
Iron Castings 24 Blowers & Fans 7 
Non-Ferrous Castings 5114 Vacuum Cleaners 314 
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ABC Elects Advertisers, 


,ivertising Age, December 25, 1944 


Northwest Airlines 


other present coast-to-coast 


air-| the Schuyler 


Hopper Company, 


19 


MARKET NEWS 


. ‘ lines are American, TWA and{ New York, to handle market re- 
Nine Publications | United. search and advertising in trade 
adit Bureau of Circulations Gets N. Y. Route; The Civil Aeronautics Board | publications, general publications, ON THE 


| 
| this week authorized Pennsylvania | 


and direct mail effective Jan. 1. 


has elected the following to mem- | « habe a 

pership: Advertisers: Ford Motor Plans Campaign |Central Airlines to extend its | ; 

Company, Dearborn, Mich.; and| service from | Pittsburgh to New | Two Join Upham / 

Kraft Cheese Ltd., Outremont, St. Paul, Dec. 21.— Northwest} York and United Air Lines to in- Poul P. Ant an or Ww BK ‘ 

Quebec. Airlines, authorized by the Civil| clude Detroit as a stop on its New| , 0 atl i. sian wy New Yerk. | i 
Agencies: Harold F. Stanfield! Aeronautics Board this week to | York-Chicago route. | -10y a5 eae ae. Stee NS KX i. 


Ltd., Montreal; Stevenson & Scott 
Ltd., Montreal and Ardiel Adver- 
tising Agency, Toronto. 

he ABC also announced these 
publications as qualifying for 
membership: Register, Harrisburg, 
lll.; Sentinel, Holland, Mich.; 
Journal, Moundsville, W. Va., and 
Californian, Salinas, Cal. Also, Air 
Tech, New York; Grange News, 
Seattle, Wash.; Kansas Govern- 
ment Journal, Topeka, Kan.; Pa- 
cific Fisherman, New York, and 
Retailing Home Furnishings, New 
York. 


establish a fourth transcontinental 
airline service by extending its 
route from Milwaukee to New 
York via Detroit, is planning an 
enlarged campaign in newspapers 
in 1945 through Newell-Emmett 
Company, New York, recently 
appointed for this account. 

The campaign may get under 
way in January in these three 
cities and in a dozen western on- 
line cities from Seattle to Chicago. 
The company also is planning to 
resume magazine advertising, if 
space can be obtained. Tne three 


WHB to Spot Sales 


WHB, Kansas City, Mo., has 
named Spot Sales, Inc., New York, 
its national sales representative, 
with that company adding a new 
service office in Kansas City to 
handle the account. 


Connor to Hopper 

W. B. Connor Engineering Cor- 
poration, New York manufacturer 
of Dorex air recovery and air dif- 
fusion equipment, has appointed 


| has joined Philips Webb Upham & 
|'Co., New Haven, Conn., as art di- | 
and production manager. 


rector 


William F. Warnock, recently dis- | 


charged from the U. S. Naval Re- 


serve, joins the agency as assistant | 


account executive. 


AAC Names Stout 


George W. Stout, advertising 


‘manager of Perfect Circle Com- 


pany, Hagerstown, Ind., has been 
appointed chairman of the com- 
mittee on shows of the Automo- 
tive Advertisers Council. 


Markets: 


Grand Rapids, Jan. 2-12. 
Chicago, Jan. 4-13. 


Chicago (Housewares) 
Jan. 7-12. 


New York, Jan. 22-27. 


Los Angeles Furniture Home 
Week, Jan. 29—Feb. 3. 


—Home Furnishing—— 


January is market news 


PLANT SERVICE EQUIPMENT (Cont.) waeee METAL CLEANING & FINISHING PRODUCTS (Cont.) — month, when home furnish- 
Sweeping Compound 6% Chrome Plating 8 . 
Coan 8 Electroplating Equipment 28 ings news develops fast— 
Baling & Briquetting Presses 4 Coated Abrasives & Grain 23% H 
Air Compressors 6% Polishing Machines 10 news that demands quick 
Diesel Engines 8 Polishing Wheel Glue 4 action! 
Goggles & Safety Clothing 16 Ceramic Finishes 6 
Communications Systems 7% Rustproofing 17% 
Alarm Systems 1 Metallizing Equipment 2% This January even stay-at- 
Rubber Hose 9% Ay z 
Air Hose Reel 1 METAL TREATING PRODUCTS... 2.2.2.0... 0.0... eee 326 _ home retailers will have 
‘lexible Metal Hose 4 i 1 . 
Counters (Stroke) 6 a re See ; aise | market news almost while 
Electric Wiring Supplies 1014 Pr : : ' +4! . 
arieaenee : ee at Units a __ it's hapenning, because ... 
— | — : Sub-Zero Refrigerators 1134 | 
Shop furniture Pe Heat Treating Materials 16% | " 
Blackout Shades \Y% Quenching Oil & Fixtures Ty RETAILING, already aie 
Battery Chargers Fuel Burner Equipment 2 viding the fastest news 
Meters 4g Furnace Blowers 5 f h f 
MATERIALS HANDLING EQUIPMENT ........... .......... 419 i Su, ee a re SOE ee 
a 10124 Combustion Control 114 nishings business publica- 
oists 28 . . 
a Ropes 5378 EEE POO nS 281 tion, speeds into the new 
ee 34% Steel Mill Equipment 21024 year ON THE DOUBLE. 
ndustrial Trucks 5412 Steel Mill Heating F . 71 
Ratterios 45 Steel Mill Heating Furnaces 27% 
, Melting Furnaces 23% 
Buckets 7% Tidiek Chrem Ciel 1012 
Magnets & Magnetic Products 2314 apes ll glia ee coma “as 
: : 2 Chemicals 9 
Shop Boxes, Racks, Bins 234% 
acne 14% ENGINEERING SERVICES & PRODUCTS 
Hoisting Winches 24 EE ee ree ae Seas Se ee See . 140 
Casters & Wheels Engineers , 22 
Lifters (for Cranes) 24 Production Services 18 
Record Control Systems 14 Startin Jan 1 
OTHER METALWORKING MACHINERY................. . 413 Blueprinting Machines 19 g « 
Hydraulic Presses 98 Testing Machines 16 
Sheet Metal Machinery Balancing Machines 10. 
(Including Mechanical Presses) 166% Radiography, X-Ray, etc. 40% 
Punches, Shears, Bending Rolls 39146 Layout Blue 43 
Forging Machines 38144 
Swaging Machines 1034 EO eee oe ee eee eee ee 129 
Straighteners 12% Cutting Oils 8214 
Special Machinery 24 Steel Strapping 1 
Thread-Rolling Machines 5 Rubber 10 
Die-Casting Machines 224 Metals, Scrap 2 
Spring-Making Machinery 6% Gum 2 
Riveting Machines 1144 Canvas 1 
Cold Headers 4 Crayons, Pencils 2% 
Molding & Sand Machines 44 Duplicators (Letters, etc.) 6 
Salt Tablets 7% 
METAL CLEANING & FINISHING PRODUCTS.................. 328 Woodworking Machines 1 
Metal Cleaners 474 Synthetic Chemicals 3 
Metal Cleaning Machines 15% Core Washes & Foundry Materials 7 
Pickling Compound 6% Coal & By-Products 2 
Acid-proof Linings or Cement 104% Skin Irritant Control 1 
Blast Cleaning Equipment 3224 Banking Services 1 
Shot & Grit 214% 
Paint, Lacquer _ 41 ge ok a cate e i eekavns 9 
Paint Spray Equipment 14 
Brushes 18% 
Chaduiead Plaiches 614 CLEARING HOUSE SECTION.................... 55 baw aay 621 
Galvanizing 154 NES oo crc vicdeyeinreyieks Gang eben-ea des er | 


REPRESENTATIVES 


Cc. H. OBER 
H. E. LEONARD 
100 E. 42d Street, New York 17 
Murray Hill 5-8600 


H. K. HOTTENSTEIN 
1134 Otis Building, Chicago 3 
Franklin 0203 
R. M. GIBBS 
428 Park Building, Pittsburgh 22 
Atlantic 1832 


ROBERT F. BLAIR 
116 Guardian Building, Cleveland 14 
Main 0988 Hartford 3-1641 


HE I FIGE 


A Chilton © Publication | 


PEIRCE LEWIS 
7310 Woodward Ave., Detroit 2 
Trinity 1-3120 
R. RAYMOND KAY 
2420 Cheremoya Ave., Los Angeles 28 
Granite 0741 
D. C. WARREN 
P. O. Box 81, Hartford 1 


THE ONLY 
BUSINESS PAPER COVERING 
ALL 8 HOME FURNISHINGS 
INDUSTRIES IN EACH ISSUE 


RETAILING 


HOME FURNISHINGS 


B. L. HERMAN 


Chilton Building 
56th and Chestnut Sts., Philadelphia 39 
Sherwood 1424 


100 East 42nd Street, New York 17, N. Y. 


wo: 


| A Fairchild Publication, 8 E. 13 St.,N. Y. 3 
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° e | banned as such, they will be sub- 
WENR Limits Use | ject to more stringent standards, 
| Mr. McLaughlin declared. A no- 
| tice of the changes in the new 


of Station Breaks 
Blue policy, and a request for co- 


Chicago, Dec. 19.—Effective Jan. | 5 = 

: |} operation, he said, had been di 
1, 1945, Station WENR, owned and/ rected to agencies and advertisers. 
operated by the Blue Network, | 


rill all é ° ‘ 
wl allow no commercial aoe | Clr Stores Buys White 


breaks between 7 and 9 p. m. ex- 
cept for time signals, it was an- City Stores Company, which 
nounced by Roy McLaughlin,| already owns five large depart- 


WENR station manager. /ment stores in as many cities, has | 
Chain break announcements,| purchased R. H. White Company, | 


however, will be accepted if they | Boston, a wholly-owned subsidiary | 
(1) are in harmony with adjacent of Wm. Filene’s Sons Company, | 
programs, (2) are pleasant to hear,| Boston. The purchase, made by} 


and (3) are short, he said; but City Stores’ new subsidiary, R. H. | 
they may be moved or dropped at| White Corporation, included all} 


any time “in the interests of good! assets except cash and government | th } 
programming.” |securities, and involved about | through 
Electrical transcriptions wil1) $3,500,000. Purchase 


P&G Launches 
Velvet Skin 


Lotion Cream 


Cincinnati, Dec. 21.—Procter & | 
|Gamble Company, the nation’s | 
‘largest advertiser, has begun a| 
| further invasion of the drug prod- 


ucts field with introduction, in test | 
| advertising in midwestern news- 


| Dapers, spot radio and store dis- 


| plays, of Velvet Skin lotion cream, 
Benton & Bowles, New 


continue to be accepted, but the! step in City Stores’ postwar ex- Velvet Ski b ted 
station will encourage the use of| pansion plans. White’s present | ‘| F in is ae — © 
live announcements, and while| management and personnel will|®S ,2@ ‘Hon cream that leaves 


singing commercials will not be| be continued. 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. 


Devoted 
to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


| hands softer, smoother than lead- | 
‘ing hand lotions,” 


because of “a 
special skin - softening ingredient 


| 


is the first | York. Advertising plans for the | 
| product were not revealed. 


used by doctors for softening and | 
healing the skin,” ‘‘exclusive skin | 


texture, which smooths on like a 
lotion, softens like a cream,” 
“a non-soap base, different from 
all leading hand preparations.” 
Until now P&G’s drug product 


its strong position in all basic factors. 


Value’ market. 


This is Toledo 


IN THE CLOSING MONTH OF 1944 


Tir end of another year of war finds Toledo maintaining 


Industrial employment continues at a high level, currently around 


89,000, with payrolls somewhat higher than a year ago. 


Department store and total retail sales show a considerable in- 
crease, which is paralleled by the general flow of business as indi- 
cated by bank debits, bank deposits, and electricity and gas 


consumption. Carloadings are materially higher than a year ago. 


Forward planning is not confined to Toledo’s larger industries. 
Many of the smaller plants among Toledo’s 550 diversified manu- 
facturers are likewise engaged, without detracting from present 
war production, in product and production research against the 
postwar period. The city, county and schools are also active in 


projecting developments and improvements for the future. 


And in the postwar years, the basic strength of the Toledo area 
will continue to be in its balance between vigorous and varied 


industrial and agricultural production—a rich and stable ‘“‘Double- 


Detailed figures on any of the basic business 
indices referred to are on file with The Blade 
and will gladly be supplied on request. 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


NEWSPAPERS ARE ALWAYS THE BEST ADVERTISING MEDIUM 


and | 
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At last-a LOTION CREAM that’ 
leaves hands Softer...Smoother 
than leading hand lotions / 


Only VIRLVTT BOW gives yow— 

Three wonderful new armvals for jovelier hands 
—all at once’ A combinanon no other hand 
preparenon can boast of erher— for no other hand 
cream or lonon gives you the same medically recog 
used slun-sofrening sudscance 10 6 non-soap bast 
etre: bemmertne Hera, 

Vin var Samy Lovon Cream leaves hands defiase!y 
softer and smoother than leading 
jonons. No wonder the “Hand-Besury Triples” 
have everybody excired—they re helping so many 
hands to 80 much new loveliness’ 
Wendertui ter Chapping 

Start nght Bow recewing congretulsnoas on yaer 7” 
Joveler, smoother sofver hands Use Vaiver Sam 
Loocn Cream for chapped skin. and before and afte 
all kunds cf work Smooth it 00 arms, legs, shoulders 
100 VaLvET Sain is not “greasy “ Its quick’ Easy’ 
So fragrant—so geod to your shun! And i non soap 
bave\makes it aajece ian eg aa og hand 
preperasce you can buy Three economical sues 


NX 


teow s sont 


slat poy Fg Che w cman / 


INTRODUCTORY COPY—P&G's new Velvet Skin lotion cream is making its 


bow to consumers in this newspaper copy, being tested in midwestern markets. 


efforts have been concentrated 
primarily on Teel liquid dentifrice 
and Drene shampoo. It was pre- 
dicted last summer, however, (AA, 
July 10) that acquisition of Pepso- 
dent Company by Lever Bros. 
would intensify competition of the 
soap giants in this field. “A seri- 
ous and sustained invasion of the 
cosmetics field by P&G” was pre- 
dicted. 

Thus far, P&G’s drug product 
efforts have not been too success- 
ful. ADVERTISING AGE pointed out 
last summer that “best trade esti- 
mates are that P&G is currently 
spending $1.25 in promotion for 
every $1 of Teel it sells at whole- 
sale prices, and the proportion of 
promotion expense to sales has 
frequently been worse than this.” 

On the other hand, Drene was 
credited with 21% of the shampoo 
market, as compared with 11% for 
Fitch, its nearest competitor. 

P&G entered this field early in 
1943 by establishing a drug and 


allied products division, headed 
by Harold R. Hall, formerly vice- 
president of the Bauer & Black 
division of the Kendall Company 


Saturday Women’s Wear 
Edition Postponed 


Resumption of the publication 
of a Saturday edition of Women’s 
Wear Daily, originally planned for 
Jan. 6, has been postponed because 
of possible inability to fulfill the 
demand because of paper restric- 
tions. The edition is planned for 
a later date. 


Pervo Appoints 


Brisacher, Van Norden & Staff 
Los Angeles, has been appointed t 
place advertising for the Perv 
Company, Los Angeles paint man- 
ufacturer. Dealer helps, radio and 
trade publications will promote the 
company’s line of Good Neighbor 
paints. 


COVER THIS RICH 
SUBSTANTIAL MARKET 
WITH A SINGLE MEDIUM 
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The tremendous volume of busi- 
ness represented by plastics manu- 
facture and fabrication will be 
dramatized in the next annual re- 
port of Union Carbide & Carbon 
Company which, since the acquisi- 
tion of Bakelite several years ago, 
ic generally conceded to be the 
iarvest factor in the field. It has not 
heretofore broken down sales by 
types of products, but in the next 
report its annual volume of about 
400,000,000 will be shown to in- 
clude the tidy sum of $100,000,000 
of plastics sales. All Carbide plas- 
tics marketing activities are now 
consolidated in the Bakelite divi- 
sion to avoid overlapping and to 
take advantage of all plastics 
opportunities. 

* of co 

Manufacturers of packaged vita- 
min products are somewhat dis- 
turbed by recent publicity dis- 
paraging the value of these prod- 
ucts in the improvement of health. 
Army reports and publications of 
the American Medical Association, 
all of which have received wide 
publicity, have tended to suggest 
a slowing down of popular en- 
thusiasm. Several of the larger 
advertisers in this field have 
started surveys among consumers 
to determine the public attitude 
toward packaged vitamins, as a 
guide both to their advertising 
and marketing policies. Since the 
withdrawal of Standard Brands 
from the packaged vitamins field, 
there have been rumors that some 
other owners of important trade 
names might also retire. There 
has been no confirmation of these 
reports. On the contrary, Lever 
Bros. will continue vigorous pro- 
motion of Vimms in 1945. 

* * * 


In view of the fact that the 


Pullman case, involving sale of 
the sleeping car service, may drag 


before a final agreement is reached, 
there is considerable interest in 
the report that Pullman porters, 
cleaning women and other em- 
ployes are collecting funds with 
which to provide legal counsel. 
Their interests will be represented 
in court entirely independently of 
their employer. The workers seem 
to think that any radical change in 
the present setup may affect their 
interests adversely. 
ca * * 


L. E. Stacy, secretary and treas- 
urer of the Spirella Company, Ni- 
agara Falls, N. Y., is conducting 
a one-man crusade against what 
he dubs the “page numbering nuli- 
sance.” The December issue of a 
leading business publication, he 
points out, carries 97 pages of 
news, features and advertisements 
~and 39 of them are not num- 
bered. For business men, he 
‘laims, each page should be num- 
bered in the upper left and right 
hand corners to provide easy ref- 
erence and keep reader good will. 


* * oo 
The Anti-Friction Roller Bear- 
ing Manufacturers — comprising 


ibout 35 organizations—plans to 
lo a small amount of advertising 
n 1945, probably starting in the 
middie of the year. They will also 
egin their first public relations 


——— 


_.. 


Cover the Rich Lehigh Valley 


— 
. 


|_EASTON, PENNA 
_ ee Tk i 


program. No agency has been set 
as yet. Tying in with these activi- 
ties, the regular Monday night 
broadcast of ‘“Counterspy” Dec. 18 
over the Blue Network was laid 
in a roller bearing plant. Program 
is sponsored by the Mail Pouch 
Tobacco Company, whose agency 
is Selvage & Lee. 


The container problem continues 
to plague dentifrice manufactur- 
ers, with the result that those 
making both paste and powder are 
doing their best to sell the powder, 
for which containers are easier to 
get, at the expense of the paste. 
Retailers are experiencing great 
difficulty getting orders for paste 
filled, and as a result it will not 
be too surprising if some impor- 
tant differences in the relative 
“popularity” of paste and powder 
among consumers soon become 
evident. 


21 
WMAM to NBC Join Donahue & Coe 


WMAM, Marinette, Wis., soon| Thomas H. Lynch, former di- 
|after Jan. 1 joins NBC as a basic | rector of media for Grant Adver- 
| supplementary station. Owned by | tising, New York, will join Dona- 
| the M. and M. Broadcasting Com-| hue & Coe, New York, Jan. 1 as 
| pany, WMAM operates on 570 kc.,| Chief time buyer replacing Joseph 


| 250 watts day and 100 watts night.| Lincoln, who was recently ap- 
—_— ——. pointed business manager of 
Heads Hotel Group Lennen & Mitchell, New York. 


|Edward H. Benedict, former sales 

J. E, Frawley, president of the| representative for Free & Peters, 
Frawley Hotel Company, has been | New York radio station represen- 
| elected president of the American | tative, and previously media di- 
|Hotel Association, representing | rector of McCann-Erickson, Chi- 
| 5,500 American hotels. |cago, succeeds Mr. Lynch. 


NEW KINGS 


the thrones of Industry/q(g 


in Today’s _ 


~ 
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New kings are mounting the 
thrones in the vegetable king- 
dom—with promises of strange 

and wonderful things to come for 
Southern industry. Okra and soy beans 
drop their modest bearing to step into 
prominence as important oil bearing crops, 
challenging King Cotton. And cotton is gain- 
ing economic importance in the production of 


hy 


cellanese. Grain sorghums take over the job of 


providing great quantities of industrial alcohol—basic ingre- 
dient in those miracle working cellulose plastics. Texas pine is 


producing tons of sulphate pulp to be used in the making of 
plastics. Yes, the magic wand of chemistry is touching these 
and many other Southern plants, turning them into new and | 


tremendously important products for the industries that are 
springing up all over the South and Southwest— industries 
that will expand and bring newfound wealth to this great 


New South. 


Holland’s avs ** 


As expanding industrial growth in the South 
brings new jobs, new payrolls and new 
wealth to Southern people, high standards 
of living will result. More and more people 
will want more and better things. And it is 
natural that they will look to Holland’s for 


guidance to those things—for those who live 
in the Southland have been looking to Hol- 
land’s for more than 40 years as an aid in 
helping them with their social and economic 
problems—as a guide to their wants and de- 
sires for better living. 


TO ADVERTISING PROFITS . . . Now is the time for 
the advertiser to get in on the ground floor of this 
rapidly expanding empire—and the way to get 
there is through the pages of Holland’s, the maga- 
zine of the South—pages that reach into the homes 
of more than a half million Southern families 
above average in buying power. Holland’s leader- 
ship in the South is strongly entrenched— Hol- 
land’s circulation has grown purely on merit and 
editorial appeal, because Holland’s is a Southern 


Test Today's 
New South 
with Holland's 


Magazine for Southern people! 
DALLAS 


Holiand’ 
e qin [&t.s2 = 


The Magazine of the NEW South 


52 VANDERBILT AVE., NEW YORK ..75 EAST WACKER DRIVE, 
CHICAGO .. 205 GLOBE DEMOCRAT BUILDING, ST. LOUIS 


West Coast Representative: SIMPSON-REILLY, LTD., RUSS BLDG., 
SAN FRANCISCO..GARFIELD BUILDING, LOS ANGELES 
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This department is a reader’s forum. Letters are welcome. 


Oh, Well like very much to secure the use|do it if I ask him—or I will 
To the Editor: Please tell Copy | . the a in order to drum up a| threaten to increase my advertis- 
: ‘ Ss. | ing.” 
Cub that the ladies not only look | “5 eee WALLACE BIccs, tas 
better in nightgowns, but — oh, | Advertising and Promotion 
well, to hell with it. Department, Armstrong Cork | 
WARREN LEwIs, Company, Lancaster, Pa. | ,Y 
MacDonald - Cook Company, [Editor’s Note: Editors of dealer ‘F ted 4 F’ 
Chicago. house organs which might be of | rustra ed &- 
9 interest to Mr. Biggs may wish to| Replies to ‘Yank’ Page 
Asks Help of exchange copies—and ideas—with | Your recent re- 


: To the Editor: 
| him. 
Jobber Papers | him.] ‘ | 


».* mg  . Pa — Rata eg 
To the Editor: The “Armstrong | . | Has Gone to ar” from Yank, 
Wholesaler,” a magazine going a | A Serious Threat | prompted me to put in a word for 
to Armstrong jobbers, is to be To the Editor: This one might | the beleaguered copywriter. 
revived in 1945, and I have the) interest you and your readers, of| Perhaps you may be able to use 
job of editing it — among other! whom I am one. | this reply, which I am enclosing. 
things. | A few days ago I was chatting! “Dear Sergeant Hine and Ser- 
I’d like very much to get on the| with some fellow publishers, ad-|geant Stein — [Who wrote and 
exchange list of a few jobber | vertisers, etc., and we wanted to | illustrated that scathing page on 
publications, and I thought per-| get a certain publisher todo some- | advertising for ‘Yank,’ which was 
haps you would have a list of such| thing for the group—everybody | reproduced in AA Dec. 4)|— 
publications. If you don’t have|thought it would be impossible “As a member of the unexalted 
this breakdown, do you have a list| until one of his largest advertis-| family of frustrated 4-F’s and 
of dealer house organs? If so, I’d ‘ers popped off with this: “He will' overagers who are viewing this 


Ep S. BABcox, 
President, The Babcox Publi- 
cations, Akron, O. 
v 


CHICKEN MONEY pays for 
these Fine Feathers 


Here's where many a famous dress designer of a billion a year in retail sales alone! 


Yes, urban lowa rates as one of America’s 
Top 20 cities . . . because The Des Moines 


Register and Tribune covers urban lowa. 


comes up against some of lowa’s amazing 
facts of life! Here's what happens to the eoé 
money —the hog money — the corn money— 
that springs from lowa’s rich, black farm Packages it... ties towns and cities together 
land. It's spent in URBAN lowa—on hetter into one compact, profitable market... delivers 
frocks, top érade cosmetics, fancier Groceries, state wide coverage of your best prospects. 
Put this urban gold mine high on your list — 


; ! 
for today and for the postwar years to come. 


higher quality home furnishings. Spent 


to the tune of more than three quarters 


Metropolitan lowa- 


Covered 
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war from behind typewriter key- 
boards within the hectic walls of 
advertising agencies, I cannot help 
but fire a few clips for the busi- 
ness which so recently served as 
a lush target for your rapid-fire 
pen. 

“First, however, let it be known 
that I am not without appreciation 
of certain facets of the G. I. atti- 
tude toward much of advertising. 
Words and pictures smack of 
different flavors when regarded 
from the separate vantage (or dis- 
advantage) points of copy cubicle 


,/and muddy foxhole. 


“Nor do I claim that advertising 
is without its frailties. There have 
been ads and, I daresay, there will 
be more, for which I blush. But 
such occasional weaknesses can- 
not help but exist in any busi- 
ness which must so endlessly feed 
the great maw of the magazines, 
the newspapers, the radio. Per- 
sonally, too, I should not care to 
occupy a business where no room 
for improvement existed. I should 
feel utterly hopeless. . 

“Granted, then, that advertising 
may, at times, deserve a well- 
placed kick in the seat of its 
neatly - creased pants, there are 
certain details of your bright little 
piece which do not tot up. 

“For example, you _ intimate 
(understatement) that copywriters 
nurse the belief that, for the sol- 
dier, this war is a luxury cruise. 
You point out pages depicting a 
civilian asking for ‘erstwhiles’ 
for such as a new convertible, 
even nylons. You go on to say 
that into all this sweeps the artic- 
ulate advertising man, brushing 
off the brash civilian with such 
banalities as: Superdupermobile 
has gone to war, honey has gone 
to war and so on ad nauseam. 
“The climax of your complaint 
is that these snappy phrases create 
the belief that all these products 
go to the front ‘as they were’ to 


thought by turning off a neat bit 
of satire. Witness: ‘It’s nice to 
know that our more abundant life 
in ODs is getting some recogni- 
tion. Dawdling over a eafe royale 
in our fur-lined slit trench, we’ 
and so forth and so forth. 

“Now, Sgts. Hine and Stein, I 
am not one to dally with the 
picayune but such details as you 
quote lean precariously, I fear, 
towards hyperbolism. Without 
looking any further back than 
your sergeant stripes, I am sure, 


make the soldier’s life a veritable | 
idyll, as it were. You convey this | 


nth OS 


TEAMWORK—A makeup quirk spotted 
in Aim, the sports digest for industry, 
shows a table tennis player in Lock. 
heed Aircraft employes’ physical fit. 
ness program knocking the ball into 
the hand of the volleyball player in 


the lower illustration. 


from the tenor and technique of 
your article, that you do not be- 
lieve any such impression as you 
would have one believe is created 
from the above-mentioned ‘Blah- 
Blah has gone to war’ phrases, 

“Would you have us, for in- 
stance, believe that the reader of 
these ‘Gone to war’ ads actually 
believes that the super duper con- 
vertible is now standing by, in 
all its pristine glory, waiting for 
the doughboy to pile in between 
battles and oo-la-la off to Paree 
in a streak of flashing plastic and 
chromium? If so, I fear we neg- 
lected to send swatches from 
which you might select the up- 
holstery fabric. 

“Or would you, further, pretend 
that the most naive peruser of ads 
is so credulous as to imagine that 
the Capeharts and the Stromberg- 
Carlsons now stand in some 
steaming jungle dugout, clad in 
the gleaming magnificence of 
wrought cabinets and voicing the 
static-less tonal beauties of FM 
from their fine throats? 

“While, of course, there are 
some articles, such as ‘that candy- 
coated chewing gum’ which have 
shipped off in their original form, 
you may be assured that Mr. 


INDIANA 


member of the 


an all time high. 


Alexandria Times-Tribune 

Bicknell News 

Bloomfield World 

Bloomington World-Telephone 

Columbia City Post & 
Commercial Mail 

Decatur Democrat 

Dunkirk News 

Elwood Call-Leader 

Frankfort Times 


Linton Citizen 


»y LHE DES MOINES REGISTER anv [TRIBUNE 


A STATE-WIDE URBAN MARKET RANKING AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Oshorn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 


| Greensburg News Telegram 


pas 
INDIANA LEAGUE 


Huntington Herald-Press 


Martinsville Reporter 

Mt. Vernon Democrat 
New Castle Courier Times 
Plymouth Pilot & News 
Portland Commercial- 

Review & Sun 

Rochester News-Sentinel 
Rushville Republican & 


Here are your 26 profitable 


MARKETS 


The families living in the Indiana cities shown below shop and buy 
through advertising in their daily newspaper and that paper is @ 


INDIANA LEAGUE OF HOME DAILIES 


Indiana industry is truly decentralized — almost every medium and 
small-size city has one or more war-time plants that will quickly con- 


vert to peace-time production — agricultural income will continue 4 


Cultivate these markets now —a ten-inch advertisement once a weet 


for a year in every one of these papers costs only $6,661.20. 


Shelbyville Democrat & 
Republican 

Spencer World 

Union City Times-Gazette 

Valparaiso Vidette- 
Messenger : 

Vincennes Sun-Commerci: 

Washington Democrat 

Winchester News & Jow nr? 
Herald 


OF HOME DAILIES 


National Advertising Representative 


| SCHEERER & CO. 


35 E. Wacker Drive 
Chicago 1 
Phone STAte 7942 


441 Lexington Avenue 
New York 17 
Phone MUrray Hill 2-242 
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Advertising Age, December 25, 1944 


Am rica (and this includes copy- 
wri.ers) is well aware of the war 
anc that the convertible and the 
rac) and the many others now 
exi. in the form of bullets and 
sur. and planes et al. 

°"«one further point must needs 
emerge from my hopper. 

“You also take up your cudgel 
anc |ay about with abandon upon 
the thought that advertising is 
laying out your future world for 
you. in advance, as it goes about 
tell og the girls the proper points 
to clay up, the proper spots to 
pla, down, via depilatories and 
suc’ . + - in all, the wherewithal 
of cnarm. There is, also, a refer- 
ence to advertising’s portraiture of 
tomorrow’s living, e. g., ‘homes 
inc)-thick with glass and plastic 

_, television receivers thinly dis- 
guised as tiger-skin rugs,’ etc. 

“While there may be minor ex- 
travagances in such portrayals, it 
is to be remembered that were it 
not for the visions painted by 
advertising, a good many (and I 
mean a good good many) of the 
women you come home to would 
still be far less alluring than they 
will be. The knowledge of aids to 
charm which advertising has dis- 
seminated, the desire for finer 
appearance it has stimulated, is 
largely responsible for the eye- 
ability of America’s women. It is 
this same force which has made 
the homes of today more livable, 
less work for mother, and _ less 
costly. ‘Tomorrow’s women and 
tomorrow’s homes, as well as 
practically everything of tomor- 
row, may well thank advertising 
for a higher plane of existence. 

“As I reach the end of my piece, 
I am in mind of the recent words 
of a soldier friend of mine, writ- 
ing from the European front. As 
he ended his letter, he wrote: ‘T 
am writing this letter by candle- 
light and the candle is now grow- 
ing dim so I shall have to wind 
up.’ I myself do have a 60-watt 
daylight lamp to provide ample 
illumination. I feel sure that most 
Americans have found such little 
touches as the candle in letters 
from their own dear ones. I do 
not think that most, if any Ameri- 
cans, believe that soldiers at the 
front are writing their letters by 
the light of modern 60-watt day- 
light bulbs.” 

Larry D’ALOISE, 

J. Walter Thompson Com- 

pany, New York. 
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Seeks Market Data 


To the Editor: I am interested 
in obtaining some material on gen- 
eral marketing and distribution as 
well as the marketing of hospital 
supplies. Do you have any recent 
material in pamphlet or book form 
that would be pertinent to the 
above? Any information or data 
that you can send me will be ap- 
preciated greatly. 

Doris GILDEA, 
Will Ross, Inc., Milwaukee. 

[Editor’s Note: In addition to a 
great many books available on ad- 
vertising and marketing, the ad- 
vertising and marketing journals 
regularly discuss plans for post- 
War marketing and distribution. 
Although not a technical manual, 
‘Diary of an Ad Man,” published 
by Advertising Publications, also 
contains a great deal of highly 
useful material regarding methods 


A 1945 Wish 


To the Editor: Once again it is 
our privilege to express our sin- 
cere appreciation of the business 
friendship you have made it our 
pleasure to enjoy. We look for- 
ward to a continuance of that 
pleasant relationship. 

Five years ago our nation and 
empire stood alone against an 
overwhelming implacable enemy 
with our backs to the wall. Tested 
as never before in our history, in 
God’s providence we survived that 
test. Once more a supreme test 


has to be faced. This time the 
challenge is not to fight to sur- 
vive but to fight to win the final 
victory. Once again what is de- 
manded from us all is something 
more than courage, a new uncon- 
querable resolve. 
allies are sure that our fight is 
against evil and for a world in 
which goodness, honor, and 
friendly cooperation, such as we 
both enjoy, may be the founda- 
tion of life of men and women 
in every land. 

May we in looking forward to 
another year, express to you the 


We and our} 


| wish that lies deep in all our 
| hearts, victory for the British 
Commonwealth, her allies and our 
sincere hope that before 1945 is 
over it may bring happiness in 
bountiful measure. 


H. A. SMIrTH, 
President, G. W. Robinson 
Company Ltd., Hamilton, 
Canada. 


Zlowe Company Named 

Men’s Fashion Guild of New 
York has appointed the Zlowe 
Company, New York, to handle its 
advertising. 


23 
To K&E, Canada 


Jack Scanlon, formerly of Mont- 
real Electrotype Ltd., has been 
appointed production manager of 
Kenyon & Eckhardt Ltd., Mont- 
real. He was previously treasurer 
of Stevenson & Scott Ltd. 


Faso to Duane Lyon 

Faso Mfg. Company, Bayside, 
Long Island, manufacturer of drill 
protectors, adapters and mechani- 
cal chucks, has named S. Duane 
Lyon, Inc., New York, to handle 


advertising. 


Baa See re 


in a recent survey. 


r 


owner. 


3. 


customers. 


and ideas employed in advertising 
and narketing. ] 


A profitable 


STEP (NTO ready made, expand- 
THE FUTURE ing market. Reach 


key men. They are 
| planning today 
for the furure 


E COVERAGE OF A BIG, NEW INDUSTRY 


EDITED AND 
PUBLISHED BY 


REX W. WADMAN | 
2 WEST 45TH ST 
NEW YORK 19,N_Y | 


In terms of building products and equipment, PRAC- 
TICAL BUILDER’S audience of 53,000 builders repre- 
sents tremendous buying and specification power. 
These builders look to PRACTICAL BUILDER'S edi- 
torial and advertising pages for product and building 
method guidance for this vast volume of construction. 


*Largest paid builder circulation of any publication. 


Through the pages of their 
favorite magazine 


PRACTICAL BUILDER 


These builders are the men who are going to do the 
building that all the talking is about . . . $2,500,000,000 
of building in the first 30 days after building restric- 
tions are lifted, say PRACTICAL BUILDER'S readers 


In this audience you will meet: 


{ Operative Builders, who build homes on their own 
" account for sale to the owner. 


Contract Builders, who build, remodel and repair 
all types of structures under contract with the 


These 53,000 builders are planning now in the first 30 
days after restrictions are lifted: 


347,150 new homes for qualified customers. 
$147,949,500 of remodeling and repair for definite 


$559,192,400 of light load bearing construction 
(other than houses). 


If you'd like to know more about these builders* and 
their place in the light-construction industry, be sure 
to ask for your copy of “Meet Your Contractor-Builder 
Customer,” a new illustrated analysis. 


f "hs 


MEET 53000 OF YOUR BUILDER CUSTOMERS Jp 


eat ee hee 


Carpenter builders and mason builders, many in 
small communities, who collectively account for 
1/3 of all light construction activity. - 
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Anti-Co-op Group 
Expands; May Use 
Ad Drive in ‘45 


Co-ops Defend Tax 
Setup; Keep Names 
of Suppliers Secret 


Chicago, Dec. 19. — One year 
after its organization by a group 
of lumber, coal and grain dealers 
to fight tax concessions to coopera- 
tives and government-owned cor- 
porations, the National Tax Equal- 
ity Association has enlisted several 
thousand members, including indi- 
viduals, chambers of commerce 
and other organizations represent- 
ing in all about 2,000,000 American 
business men, 

Vernon Scott, executive vice- 
president at the association’s large 
Chicago headquarters, informed 
ADVERTISING AGE that the associa- 
tion is still expanding rapidly and 
will very soon represent business 
men in all 48 states. Several dis- 
trict offices have been set up 
around the country, although the 
NTEA has not yet determinedly 
attempted to expand in the West. 

The NTEA now has 46 members 
on its board of directors, includ- 
ing representatives of banking, 
coal, cotton ginning and shipping, 
dairy, farm implement, insurance, 
livestock, meat packing, wholesale 
and retail grocery and other in- 
dustries. 


Oppose Tax Concessions 


Mr. Scott and Loring Schuler, 
general manager, say that the or- 
ganization attacks cooperatives 
from the standpoint that -’arious 
federal laws exempt cooperatives 
from income tax obligations, from 
SEC registration laws, from pros- 
ecution under the Sherman anti- 
trust law, from prosecution for 
granting rebates, and the like. 


They emphasize, however, they 
do not oppose cooperatives or gov- 
ernment business organizations as 
such, but only oppose tax conces- 
sions and similar subsidies en- 
joyed by such organizations. Their 


goal, they say, is tax equality 
among competitors. 
Mr. Schuler, who was recently 


with the WPB and about 10 years 
ago was editor of Country Gentle- 
man and Ladies’ Home Journal, 
admitted that the NTEA attacks 
laws other than those concerning 
taxation, relating to cooperatives, 
but said it opposes such laws be- 
cause they “are fuel added to the 
fire’ of unequal taxation. 

The NTEA functions as a re- 
search and education organization. 
Although the association employs 
counsel in Washington, Mr. Schu- 
ler insists that the NTEA does not 
function as a lobby. It takes the 
view, he asserts, that it should 
supply information to members 
and let them use it as they see fit 
—which may or may not include 
lobbying by members. He volun- 
teered that most research studies 
are sent to members of the House 
ways and means committee and to 
the Department of Treasury, as 
well as to NTEA members and 
others who may be interested in 
the individual studies. + 


Studies Sent Out 


The research and educational 
activities are constantly expand- 
ing. Under the direction of Mr. 
Schuler and Mr. Scott, the Chicago 
office puts out many brochures, 
research studies, pamphlets, and 
press releases which go to execu- 
tives in various industries, to 
members, to government bodies, 
and to newspapers and many trade 
publications. Present plans in- 
clude preparation of material to be 
distributed to school teachers. 

There are as yet no plans for 
running advertisements in any 
publications, but such a campaign 
may develop next year. The NTEA 
thus far has declined to reveal 
what budget it operates on, or how 
it obtains its funds. 

Representative Jerry Voorhis, 
California Democrat, speaking re- 
cently at a co-op conference at 


Notre Dame University, said that 
the NTEA recently attempted to 
collect $25,000 from the president 
of a large railroad company. 

“Be it said to the credit of this 
railroad president that he not only 
did not give them the money, he 
also and immediately turned the 
letter over to one of the large 
cooperative organizations,” Rep. 
Voorhis said. “This association is 
insisting on a principle of taxation 
for the cooperatives which would, 
if it were applied to all corpora- 
tions, compel an automobile com- 
pany, for example, to pay income 
taxes on the money it paid out to 
its employes for wages.” 

The NTEA, he said, sought to 
destroy cooperatives, and did not 
seek tax equality. 


Co-op Defines Issues 


To tell the co-ops’ side of the 
taxation story, Midland Coopera- 
tive Wholesale, Minneapolis, has 
issued a new booklet, “Taxes and 
Co-ops,” to reiterate its stand 
against contentions of the NTEA 
that untaxed cooperatives are “a 
menace” to the American way of 
life. 

The argument centers on the in- 
terpretation of savings dollar ver- 
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sus profit dollar. Declaring that 
“all cooperatives do pay the same 
taxes that other competing busi- 
nesses pay” with the exception of 
the income tax, the booklet asserts 
that in the eyes of the Bureau of 
Internal Revenue its savings are 
tax-free “because those savings 
are returned to members and pa- 
trons in proportion to patronage.” 

The cooperatives say their sav- 
ings dollars “are made for and 
belong to the people who are the 
cooperative. Profit dollars are 
made from such people.” Coop- 
eratives make an analogy between 
savings to cooperators and lower 
prices charged by other industry 
in making volume sales. 

Ben C. McCabe, Minneapolis, 
NTEA president, has charged that 
the federal policy of exempting 
cooperatives from income taxes 
undermines the foundation of the 
federal income tax structure. He 
says that tax-free cooperatives are 
able to pay premium prices for 
business property and as a result 
“the federal government loses 
needed tax revenue despite the 
fact the character of the business 
remains unchanged.” 

The cooperatives’ answer to the 
question: “When all business goes 


1944 


cooperative, who will pay the 
taxes?” contained in the bookle 
asserts, “Taxes, of course, woy)j 
be paid by the same people why 
always have and always wil! pay 
them, people like you and yoy 
neighbors. After all, high ‘axe, 
on corporations usually mea, 
higher prices paid by farmers anj 
other consumers and lower \ age; 
for the worker. Taxes are jus 
another expense to which the rey 
of the business must be adjusted to 
continue to show profits.” 


NTEA Obstruction Charged 


Officials of National Coopers. 
tives, Inc., have adopted a policy 
of keeping secret, as far as Dos 
sible, the names of co-op suppliers 
because, ADVERTISING AGE was jp. 
formed, NTEA representatives re. 
portedly have been attempting re. 
cently to induce some suppliers tp 
discontinue selling merchandise tp 
NC and the 16 U. S. and Canadian 
co-op marketing associations that 
are members of NC. 

Officials of the national co-op 
buying association here take the 
position that to release such infor- 
mation will merely provide NTEA 
paid officials or members with a 
handy checklist of co-op suppliers 


After the War 


WILL 


FLY! 


by road and rail 


TRUCKS 
Boxcars 


They will fly out of Akron, 
the same as they are rolling 
today. 


AKRON IS PLANNING ITS FUTURE NOW! 
You cannot afford to overlook this amazing Market when planning your 
war-time and post-war selling programs. 


Aw the city that pio- 
neered the great motor 
cargo industry during the first 
World War, is helping blaze 
the air trails for the flying 
freight during World War 
Two. Here are the develop- 
ments on three fronts: 


1 . . « All State Freight, Inc., one 
of the largest and most success- 
ful of the Akron truck fines, Is 
seeking Government permission to 
establish air frelght service from 
Boston and New York to the mid- 
west. 


9 ... A group of Akron busi- 
nessmen has incorporated un- 
der the name “Air Freight, Inc." 
and petitioned the Civil Aeronau- 
tics Board for approval of a plan 
of aerial freight operations lim- 
ited only by the bounds of the 
United States. 


. . » Goodyear Aircraft Corp. 
3 is interested from the manu- 
facturer's standpoint, in winning a 
place in the global transportation 
world for lighter-than-air craft, 
which it would like to build. 


Represented by 
STORY, BROOKS & 


FINLEY 
New York Philadelphia Chicago 
Cleveland Los Angeles Atlanta 


Fiore! 


The end of 1944 is here! A year of growth, 


accomplishment, profit. But one also of disappointment. Yet we get 


another chance! For 1945 brings reprieve for all... an opportunity 


for bigger war effort, more substantial advertising and sales promo- 


tion, and greater results from available labor and materials. It is 


Champion’s aim in 1945 to produce the greatest possible amount of 


paper: first, to help win this struggle quickly; second, to help busi- 


ness plan postwar sales and full employment. 


THE CHAMPION PAPER AND FIBRE CO., Ha 


MILLS AT HAMILTON, 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bor 
Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


NEW YORK - 


CHICAGO - 


OHIO... 


DISTRICT SALES OFFICES 
CLEVELAND - 


PHILADELPHIA - 
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on whom to call. 

In the past, it has been reported 
that among suppliers packaging 
eoods under the co-op label are 
auPont, for its whole line, Gen- 
eral Electric, General Foods, Kel- 
joog Company, National Batteries, 
octer & Gamble, and others. 


Co-ops Expanding Lines 


—_ 


rhe co-op marketing associa- 
tions are continually adding and 
dropping various label items, with 
the additions outnumbering the 
deletions. At present, NC owns 
ly two plants, one manufactur- 
ing milking machines and the 
other chemical articles, but the 16 
affiliated co-op marketers own a 
wide variety of plants. 

Consumer co-ops are expected to 
sell more than $750,000,000 worth 
of goods this year (AA, Dec. 18). 
In 1943 alone, according to the 
Cooperative League of the U.S. A., 
co-ops of all kinds invested about 
$14,000,000 in production facilities, 
the major part going into purchase 


of petroleum refineries, pipe lines, | 
Other purchases included a/| 


etc. 
printing plant, five sawmills, two 
feed mills, coffee roasting plants, 
and dehydrating plants. 

The NTEA contends that, on co- 


op wholesale purchases totaling 


| $457,000,000 in 1943, the co-op or- | 
| ganizations earned $22,000,000 on) 


| which they would have paid $14,- 
| 300,000 in federal income taxes 
| had there not been exemptions for 
| co-ops, 

Just prior to the war, the co-ops 
| began marketing household appli- 
|ances, chiefly at rural co-op out- 
|lets. NC and member wholesalers 
intend postwar to increase greatly 
| their distribution of such articles. 
They intend, also, to recoup their 
|sales of automobile tires, which 
formerly accounted for about half 
of all co-op sales but now, be- 
| cause of war restrictions on sales, 
/account for only about 3 to 5% of 
all co-op sales. 
| NC maintains an advertising de- 
| partment, headed by James Proeb- 
isting. It furnishes mat service, 
catalog pages, leaflets, service 
manuals, and product design serv- 
ice to co-op marketers and retail 
stores. NC does not place adver- 
tisements in any publications, but 
regional co-op wholesale associa- 
tions and a number of large local 


| 


co-op stores advertise in local 
|newspapers and co-op publica- 
| tions. 


Mr. Proebsting insists that the 


co-ops have no conflict, funda- 
mentally, with the principle of ad- 
vertising. At the national co-op 
| meeting here in October, he urged 
that co-ops enlarge their advertis- 
ing budgets. 


BRITISH COOPERATIVES 
EXPAND BUSINESS 


New York, Dec. 19.—British co- 
operatives’ postwar plans include 
opening a nationwide mail order 
service owned by the British Co- 
operative Wholesale Society and 
working for elimination of licens- 
ing laws under which business ex- 
pansion has been limited to pur- 
|chase of existing companies. 

Despite those laws, co-ops in 
England have expanded their 
business by about 20% since 1939, 
partly by buying two large London 
department stores, a chain of 
“chemist shops” or drug_ stores, 
|and scores of other establishments. 
|According to Aneurin Davies, 
| James McFayden and Philip Rob- 
|inson, three BCWS directors who 


| Products Corporation, New York, 


| have completed a recent tour of | 


U. S. and Canadian co-ops, 
/BCWS sales volume last year was 
| $650,000,000, of which nearly one- 


the | 


third consisted of merchandise 
produced in co-op plants. 

Prior to the war, BCWS bought 
an average of more than $10,000,- 


‘Boudreau Rejoins Ethyl 
as Advertising Manager 
Lt. Col. James E. Boudreau has 


| 000 worth of goods annually in the rejoined Ethyl Corporation, New 


+U. S. and a slightly greater amount | 


| 
| 


in Canada. 
stores number about 24,000. In 
1943 their sales volume amounted 
to about $1,320,000,000, with net 
savings to members amounting to 
$134,000,000. 


Maxwell Dane Opens 
New York Agency 


Maxwell Dane, formerly account 


British retail co-op | 


| York, as advertising manager, fol- 
lowing his re- 
lease from duty 
with the Army’s 


6th Service 
Command at 
Chicago. 


Col. Boudreau 
first joined 
Ethyl Corpora- 
tion in 1930 as 
a New York 
state represen- 


executive with WMCA, New York, 
has opened a general advertising | 
agency of the same name at 113) 
W. 57th St., New York, telephone 
Columbus 5-4990. The agency is| 
currently handling Hygrade Food 
in radio, newspapers and car cards | 
in New York, Detroit, Cleveland, | 
Buffalo and Youngstown, O. 
Mr. Dane, in the advertising 
field for the past 20 years, was 
previously with Look, Dorland 
International, the New York Eve- 
ning Journal, and Stern Brothers, 
New York department store. 
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tative and sub- 
sequently 
served as man- 
ager of the New 
York and Chicago divisions. He 
entered the Army in November, 
1942, as a captain. 


Li. Can J. A. 


Boudreau 


KEX to Westinghouse 


Westinghouse Broadcasting offi- 
cials, headed by Lee B. Wailes, 
general manager of Westinghouse 
Radio Stations, have arrived in 
Portland, Ore., to set up offices in 
preparation for operation of the 
newly-acquired Westinghouse sta- 
tion, KEX, Portland. The station, 
formerly owned by the Portland 
Oregonian, will be the first West- 
inghouse outlet on the West Coast, 
following FCC approval of the 
transfer. 


Bendix Names Sales Staff 


Clayton W. Butterfield, service 
sales manager of Bendix products 


division of Bendix Aviation Cor- 
poration, South Bend, Ind., has 
| been transferred to the company’s 
general sales staff to direct sale 
|of Bendix products to the manu- 
| facturing industry. T. A. Kreuser, 
‘assistant to the general manager 
| of Bendix, will succeed Mr. But- 
terfield as service sales manager, 


SPOT 
BROADCASTING 
SELLS MORE 
AT 
LESS COST! 


Exclusive 

National 

Representatives: 

\. 5. Sree Buffalo 
.  ) errr Cincinnati 
EE. <3 660i60060teaseeses04gaeeen Duluth 

Aer rrre Fa 
. PP rrer Indianapolis 
. erro Kalamazoo 
i) er eererre. Kansas City 
cS) errr Loulsville 
Lio ear Minneapolis-St. Paul 
6 rT ort Peoria 
RR rrr St. Louis 
WOER Sicsssvesaecteeawss wtaaan Syracuse 
IOWA 
WOE) Kccvvecvetssevensaneeeas Des Moines 
rere rr rr. Davenport 
| Pe Shenandoah 
SOUTHEAST 
PED: coseccunsennemnenewlatl Baltimore 
Saar arena Charleston 
SP Columbia 
SEE ody iwessteecassrenesuenanen Ralei 
MEE, cave rks evhneeesadeaee haces Roanoke 
SOUTHWEST 
PPP rerer rrr rr ee Albuquerque 
PEED covescssceccsecvcsens Corpus Christi 
DD. cccécanatkaedcveess cane Houston 
DE cccesvsesesasenvena Oklahoma City 
EE. vecsoeneeahuesanervheaneneses u 
PACIFIC COAST 
DEE Seucevescasceres caveweeccad Portland 
DE. cheeses 0vssessesaaepaweseues Seattle 
eer Fairbanks, Alaska 
and WRIGHT-SONOVOX, Inc. 


For latest radio information, call 


Pioneer Radio Station Representatives 
Since May 1932 


| 
| 


CHICAGO: 180 No. Michigan. Franklin 6378 
NEW YORK: 444 Madison Ave Plaza $-4188 
ATLANTA: 322 Palmer Bidg Main 5667 


SAN FRANCISCO: Ii! Sutter Sutter 4353 
HOLLYWOOD: 633! Hollywood Bivd. Hollywood 215! 
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DCAT Elects Officers Big News Steps 


The Drug, Chemical and Allied | ri 
Trades section of the New York| 
Board of Trade, — up of so Up Readership, 
firms in these industries, as 
elected officers for the coming | ARE Study Shows women, as compared with 
fiscal year, as follows: Chairman,| New York, Dec. 21.—Big news| medians for all studies of 80% 
Guy L. Marsters, vice-president, | breaks and intensive war news| and 95%. National advertising 
Norwich Pharmacal Company; tend to increase readership| readership rose to 67 and 71, com- 
vice-chairman, Harold M. Altshul, | throughout the entire newspaper,| pared with 54 and 62, and local 
president, Ketchum & Co., and|the Advertising Research Founda- | advertising to 77 and 95, compared 
treasurer, Robert B. Magnus, vice- | tion reports in Study No. 73, on| with 74 and 94. 
president, Magnus, Mabee & Rey- the Cleveland News, in the Con- Best read national ads among 


|or news were heard by 69% of 
men and 83% of women, as com- 
pared with medians for the 73 
| studies of 42 and 52. 

Advertising, excluding classified, 
| was read by 85% of men and 96% 


nard, Inc. tinuing Study of Newspaper Read- | women were for Station WGAR, 
ing. 35%: Grennan cake, 27%, and 
The Cleveland study, said H. H.| Sohio motor oil, 25%. Best read 


Kynett, Aitkin-Kynett Company,| national ads among men_ were 
Philadelphia, chairman of the con-| Sohio, 42%; Cleveland Electric, 
tinuing study’s administrative | 38%, and an institutional ad for 
committee, marks a step toward! Bryant Heater, 29%. 
more studies in “the larger and | 
more important American mar-| 
kets.” The foundation, however, 
will continue to analyze news- James H. Ottaway, publisher, 
papers in smaller cities. and Byron E. French, general 
The Cleveland study was made| manager of the Bulletin, Endicott, 
at the time of the battle north of |N. Y., have purchased the Star, 
Aachen, Germany. Editorials in| Oneonta, N. Y., from its publisher, 
‘this issue were read by 63% of| Francis A. Lee. Eugene J. Brown, 
'men .and 46% of women inter-| formerly advertising manager of 
‘viewed, as compared with medians | the Long Island Star Journal, has 
of 43% of men and 27% of women | been appointed general manager of 
/in all 73 studies. Radio programs| the Oneonta paper. 


Buy ‘Oneonta Star’ 


BURTON 


ROWNE 


with just a flip 
of the switch 


in PITTSBURGH 


Your No. 1 Post-War Market 


When the last bundles for Berlin and Tokyo 
have been delivered (no return address needed), 
Duquesne Light Company, electric utility serving 
Pittsburgh, will launch the most vigorous cam- 
paign in its history to increase domestic use. The 


can enjoy the benefits of electric cooking for less 
than $2.00 a month. 

And there will be no reconversion needed for the 
Light Company to get under way with its huge 
sales and advertising program. To shift the needed 
electric load from mills and factories to Mrs. 
Consumer requires only a flip of the switch. 

Get your share of your No.1 post-war appliance 
market by using Pittsburgh's No. 1 newspaper. 


recent Duquesne Light-Pittsburgh Press survey in- 
dicates that 84,000 of the Light Company's 326,000 
customers want electric cooking. Thousands more, 
the survey shows, want electric washers, refrig- 


The Pittsburgh Press 


erators, vacuum cleaners, ironers 
and small appliances. 
The saturat on of electric ranges, 


never promoted before in Pitts- 


In Pittsburgh 

In Daily Circulation 

In Classified Advertising 
In Retail Advertising 

in General Advertising 
in Total Advertising 


burgh, is less than 1% compared Q 
to the national average of 12%. 
Due to the present low residential 


Represented by the National Advertising 
Department, Scripps-Howard News- 
papers, 230 Park Avenue, New York City. 
Offices in Chicago, Detroit, Memphis, 
Philadelphia and Sao Francisco. 


Vo. 


rates, two-thirds of its customers 


| 
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A real wartime Christmas greeting has been sent out by To n 
Lane, director of promotion, radio & adv. for the Treasury’s w yr 
finance division. Tom’s card is.a miniature facsimile of a $100 w r 
bond. .. After two postponements due to bad weather, the Liber y 
ship named for William L. McLean, the late publisher and found r 
of the Philadelphia Evening Bulletin, was launched Dec. 13 by 1 ce 
Southeastern Shipbuilding Corp. in Savannah. William L. McLe. n 
Jr. represented the family at the launching, but son Robert, pre: - 
dent of the Bulletin Company and of the AP, was unable to attend. 
Ceremonies were broadcast locally, recorded by WTOC, and flown 
immediately to Philadelphia, where WFIL on the next day rebroa:- 
cast the event... 

Col. Robert R. McCormick, editor and publisher of the Chica yo 
Tribune, was married Dec. 21 in the windy city to Mrs. Maryland 
Mathison Hooper. The colonel’s cousins, Mrs. Eleanor Patterson, 
publisher of the Washington Times-Herald, and Capt. Joseph M. 
Paéterson of the New York Daily News, attended the small ceremony 
which was witnessed by the immediate families and close friends, 
... Walter L. (Red) Barber, sports announcer, is the new chairman 
of the Red Cross 1945 War Fund of Greater New York. In 1944, 
as head of the drive in Brooklyn, Red recruited about 120,000 blood 
donors through his sports broadcasts. . . 

T. K. Quinn, president of the merchandising & advertising coun- 
sel organization of the same name, has resigne@ as general director 
of the WPB’s war production drive div., effective Jan. 1. He'll 
finance publication of “The Labor and Management Committee 
Manual,” to be published next month, profits from which will be 
given to the Red Cross. .. A. C. Shattuck Jr. now carries a 25-year 
service pin for his service with the Drackett Products Co., of which 
he is pres. Mr. Shattuck, besides spreading the gospel of Drano 
and Windex, is sec’y of the Grocery Mfrs. of America. . 

Hal Darrow, eastern editor of Industrial Marketing, was the lucky 
winner of $5 in war stamps, a result of his ticket being “pulled” at 
the Dec. 14 meeting of the New York Business Paper Editors. A 
drawing of members’ attendance cards is held each meeting. . . 

Jack Todd, former pres. of Radio & Publication Contests, Inc., 
the concern which handled that ’38-’39 $250,000 quiz for the movie 
industry, has bought the acre- 
age and buildings known as 
Seventh Lake House at Inlet, 
N. Y., for a hunting and fishing 
club, which is now being organ- 
ized. Temporary offices of this 
new Adirondack Sportsman’s 
Club are in Glens Falls, N. Y... 

Lt. Col. George W. Blakely, 
peacetime publisher of The 
Union Server, liquor trade pub- 
lication, was decorated for mer- 
itorious service, recently, at the 
Galveston Army air field... 
It’s now lieutenant colonel for 
Forrest U. Webster, former acct. 


VIDEO MEDAL—Brig. Gen. David Sar- 
noff, on leave as president of RCA, 
left, has a gold medal pinned on him 
by Paul Raibourn, in charge of tele- 


vision for Paramount Pictures, at the exec. of MacManus, ee & 
first annual conference of the Tele- ‘dams, Detroit, who was pro- 
vision Broadcasters Association. The moted early this month... 


William G. Werner, ad mgr 
of Procter & Gamble, is chair- 
man of the 1945 Cincinnati Red 
Cross war fund campaign. . . 
Thomas B. Haire, with the 9th air corps in France, has been pro- 
moted to the rank of major. His brother, Lt. (jg) Andrew Haire 
Jr. (U. S. Coast Guard Reserve) is on an LST somewhere in the 
Pacific area. Both are sons of Andrew J. Haire, pres. of Haire 
Publishing Co., New York. . . 

Robert E. Baxter, research director of the Los Angeles Times, 
has been appointed chairman of the research committee of the Los 
Angeles Downtown Businessmen’s Assoc., as well as v.p. and mem- 
bership head of the newly formed local chapter of the American 
Statistical Assoc. . . 

Lloyd Maxwell, v.p. of Roche, Williams & Cleary, Chicago, who 
is called ‘an outstanding personality in amateur golf circles,’ has 
been reelected for a second term as president of the Bob O Link 
Golf Club. . . Capt. Robert A. Richardson, former acct. exec 
J. Walter Thompson and Fuller & Smith & Ross, and one-‘im 
Kansas City mgr. for Getchell, has been transferred from the 
tactical center at Orlando, Fla., to western district headquarte's 0! 
the air technical service command, Los Angeles. He has been as: 'gh- 
ed as publ. relations officer on contract termination activities. . 

Bruce Robinson, formerly in the Cincinnati office of Roy Durs ine 
and now at the Marine Corps air station at Cherry Point, ) © 
has been given the assignment of producing a new paper fo: tht 
Marines. . . Lt. Howard Claypoole, one-time advertising manag: ° © 
Masonite Corp., Chicago, will shortly return to the United S‘ ‘és 
This is real news, for as a naval war correspondent, Lt. Clay; »0! 
has been to Europe, Africa, Sardinia, the Azores and other ou °! 
the-way spots. He is at present in South America. He has °¢! 
studying naval aviation and expects to spread some of the r* 
in the big league magazines. . . 

Since AA printed a notice in this column a short time ago jul 
the marriage of W. S. (Bill) Akin, the well known Chicago t 
lishers’ rep, to a Canadian, there have been rumors floating a! 
that Bill has made plans to give up his offices and move acros 
border. He wants it distinctly understood that he was bor! 
raised in Chicago, and intends to spend the rest of his days the 

Edgar Kobak, pres. of Mutual, and Mrs. Kobak left New © 
Dec. 22 on a combination business and pleasure trip to the 
Coast. En route they'll stop off to see their son, stationed out \ 

. Sally Magowan, daughter of David Magowan, v.p. and ad d 
tor of Western Newspaper Union, is engaged to Lt. (jg) 
Brackett Hersey, USNR, now in the Pacific. . . Mrs. Elise Spa 
Yawkey and Harry Dorsey Watts, pres. and board chairman 0! 
James Stewart Construction Company, were married in New ‘ 
recently. .. 


medal was given Gen. Sarnoff for "gen- 
eral contribution to the advancement 
of television." 
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Sinatra to Start 
for Max Factor 


fon CBS Jan. 3 


New York, Dec. 21.—The Frank 
Sinatra program was signed today 
by Max Factor, Inc., Los Angeles, 
for continuation on CBS after his 
contract with Lever Bros. Com- 
pany, Cambridge, Mass., termi- 
nate s Dec. 25. 

Changing from promotion of 
Vimms vitamins to Factor’s cos- 
metic products, Sinatra will be 
heard on the full CBS network, 
effective Jan. 3, in the Wednesday 
9-9:30 p. m., EWT, period that his 
program occupied until November 
when Lever moved the show to its 
present spot at 9 p. m. Mondays. 
The new time becomes free Dec. 
97, when Colgate-Palmolive-Peet 
Company, Jersey City, discon- 
tinues “Inner Sanctum.” 

Factor is reported to have 
pought the Sinatra show as a 
package program from Music Cor- 
poration of America for approxi- 
mately $13,500. Agency is Smith 
& Drum, Inc., Los Angeles. 


Philip Morris Seeks Show 


Philip Morris & Co., New York, 
is ‘ooking around for a new show 
to take the place of “It Pays to Be 
Ignorant,” comedy series the 
cigaret company will drop Jan. 26 
from its current Friday 9-9:30 
p.m., EWT, spot on 122 CBS sta- 
tions. Program has been on CBS 
for over a year for Philip Morris, 
but no reason for dropping it was 
given out by the company. Agency 
is Biow Company, New York. 


P&G Shifts CBS Program 


Effective Jan. 8, Procter & Gam- 
ble Company, Cincinnati, will 
move “Perry Mason” on 46 CBS 
stations Monday through Friday 
from 2:45-3 p.m., EWT, to 2:30- 
2:45 p.m. The latter time will be 
vacated Jan. 5 by General Foods 
Corporation, New York, when it 
drops “Young Dr. Malone.” The 
P&G show promotes Camay and is 
placed through Pedlar & Ryan, 
New York. 


‘My Best Girls’ Off Blue 


Cummer Products Company, 
Brattleboro, Vt., which sponsors 
“My Best Girls” on 101 Blue sta- 
tions for Energine, is dropping the 
program after the Jan. 10 broad- 
cast. Show is heard Wednesday, 
8:30-9 p.m., EWT. Cummer has 
not yet formulated 1945 advertis- 
ing plans for Energine, but expects 
to do so soon after the first of the 
year. Agency is Young & Rubi- 
cam, New York. 


Armstrong Adds 6 CBS 


Armstrong Cork Company, Lan- 
aster, Pa., will increase the CBS 
network for “Theater of Today” 
Irom 136 to 142 stations, effective 


Dec. 30. Show is heard Saturday, 
12 noon to 12:30 p. m., EWT, with 
Batten, Barton, Durstine & Osborn, 
New York, the agency in charge. 


Knox Signs Full MBS 


Knox Company, Los Angeles, | 


Maker of Cystex, has expanded 
he number of Mutual stations 
arrying “What’s the Name of 
hat Song?” from 71 to the full 
hetwork of 249 outlets. Program 
is heard Sunday, 4:30-5 p. m., 
EWT. Agency is Raymond R. 
‘organ Company, Hollywood. 


Takes ‘Garden Gate’ 


_Fe:rry- Morse Seed Company, 
veiroit, on Feb. 3 will take over 


PARDON US 


Some New Customers 
Ace Waiting For You 
'! -our business is in something 
to eat or drink 
or something to wear, or just 
t anything. Here’s a market 
really respends to the “invita- 
to buy.” For the Negro looks 
‘S race press with cenfidence 
loyalty. Yeur advertising in 
papers can win the response 
regular patronage of this 7 bil- 
dollar market. Get the facts en 
: of the success stories built by 
*“\ ortising in this live field. Drop 
a @ ter or post card today to 


Iniorstate United Newspapers, Inc. 
“° FIFTH AVENUE, NEW YORK 


sponsorship of the CBS sustaining 
series, “Garden Gate,” tips on gar- 
dening program, featuring Tom 
Williams, heard Saturday, 9:15- 
9:30 a. m. The seed firm will use 
81 CBS stations. Agency is Mac- 
Manus, John & Adams, Detroit. 


Pabst to Sponsor Kaye 


Pabst Sales Company, Chicago, 
on Jan. 6 replaces “The Kenny 
Baker Show” with the “Danny 
Kaye Show” on the full CBS net- 
work, excepting Stations KSL, 
Salt Lake City, and KOIN, Port- 
land, Ore., Saturday, 5-5:30 p. m., 


CWT. The new show, promoting 
Pabst Blue Ribbon beer, will fea- 
ture Kaye with Harry James and 
his orchestra. Contract for 52 
weeks was placed by Pabst’s 
agency, Warwick & Legler, New 
York. 


Takes Full CBS 


Lady Esther Ltd., Chicago, with 
the addition of 19 CBS stations to 
“Screen Guild Players,” is now 
using the full CBS network of 140 
outlets, Monday, 10-10:30 p. m., 
EWT. The weekly dramas of pop- 
ular motion pictures are heard for 


Lady Esther cosmetics. Agency is 
Biow Company, New York. Seafoods to Y&R 


White Owl Signs Wilson 


York, for White Owl cigars, on advertising. 


General Seafoods, Halifax, N. S. 
has appointed Young & Rubicam, 
General Cigar Company, New Montreal, to direct its Canadian 


Jan. 4 will discontinue sponsorship 


of Henry Gladstone’s news, Mon- 
day and Thursday, 10-10:15 p. m., 
EWT, on 67 Mutual stations. Re- 
placing the series Jan. 7 will be 


249 Mutual stations, Sunday, 10- 
10:15 p. m., EWT. Agency is J. 


. 607 S. DEARBORN ST. 
Walter Thompson, New York. 


IMPRINTING 
FOLDING 


Earl Wilson, New York Post syn- ° 
dicated columnist, to be heard on John a McElwain & Co. 
Phenes Webster 2336-7 


SAN FRANCISCO CALL-BULLETIN e REPRESENTED NATIONALLY BY PAUL BLOCK and ASSOCIATES 


VW 


I like San Francisco. Iama business engineer and 
my work has taken me to almost every part of the 
world. The invigorating climate of San Francisco 
the year around is conducive to work and appeals 
to me. This is one reason why | believe many war 
workers who came here will remain permanently. 
I have been in San Francisco for the past year in 
the interest of a great new post-war industry and 
I'm making San Francisco my permanent home. 


Manufacturers and businessmen considering San 
Francisco as a market may be interested in a few 
facts which have special significance to me. 


San Francisco is the greatest port in the west and 
one of the greatest in the world. It has always been 
the nerve center of Western business empires. With 
post-war development of countries contingent to the 
Pacific Ocean it is destined to be the center of 
the world of tomorrow. 


San Francisco has long been the financial, insur- 
ance and commercial trading center of the West. 
Many of the greatest industrial organizations of 
the U. S. A. have headquarters in San Francisco. 


San Francisco's steady increase in population indi- 
cates its basic vitality and soundness. In the past 
fifteen or twenty years San Francisco's growth has 
been well above the national average. In propor- 
tion to population gain, retail and wholesale sales, 
bank debits and clearings are fantastically high 
and recent reports show continuing increases. 


Ever since the discovery of gold in ‘49, San Fran- 
ciscans have had money and San Francisco today 
ranks first among 100 largest United States counties 
in per capita effective buying income. 


This obviously makes San Francisco a great market 
for manufacturers and advertisers, and the best 
way to reach potential customers in San Francisco 
is through The Call-Bulletin, San Francisco's friendly 
newspaper—the best investment per advertising 
dollar in San Francisco.!! 


Newspapers Get Immediate Action! 
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yi is i al caeneeaaids oe a additional home plans and a guide| must either open a savings ac- will reach its peak in the early - 
Ags , ae - pee * |to current home-planning litera- count, or submit proof af his finan- pocenne years and expressed | ope four 
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Pointing out that the age of total) ¢jydes home plans, home planning| Blue declared, “Since distribution for the American economy What | ing agencies to establish minirium we 
homes standing emphasizes an ac-| gata, literature on materials and|of the service is directly controlled | the automobile did for it in the standards in home building. “J; 7 . 
cumulated shortage, E. E. Crabb,| equipment and a section devoted|by the management of the home-|’20s, Henry J. Kaiser, the indus-| the American home means as niuch  P - 
president, Investors Syndicate,/t > home financing information.| financing institution, waste circu-| trialist, told officials of New York|as our declarations about it,’ he H ‘* fo 
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prospects are bright for postwar,|the Plan-a-Home “News Digest,”|receive the service, the prospect He pointed out that competition | building boom which will lay the post 
based on the company’s ninth an- trips, 


nual national housing survey. 
“More than a fifth of the 310 
cities in our study,’ Mr. Crabb 
said, “reported no home building 
in 1943, which contrasts with 3.1% 
so reporting in 1942. Lack of home 
building reflected the war ban on 
such construction rather than over- 
building. Nearly nine times as 
many homes standing in these 310 
cities on Jan. 1, 1944 were more ‘ 
than 14 years old as were those oa 
under that age, which stresses the rb 
i 
ie 
x 


need for, and accumulated short- 
age of, modern homes.” 

The survey disclosed that 45 of 
the 50 cities leading in 1943 hous- 
- 4-% ing volume are located in war 


. . production centers, but some cities - &@ 
oe in which no homes were built in ee 
1943 had unusual building activity F 


in one or more of three years pre- 
ceding 1943. 

Mr. Crabb declared, “Lack of 
new home building in 64 of the 
310 cities in 1943 does not indicate 
overbuilding, and therefore poor 
postwar building prospects in such 
cities. Selected at random, 14 of 
the 64 cities, located in 13 states, 
show that on the average 89.5% of 
their homes as of Jan. 1, 1944, are 
14 or more years old. Put an- 
other way, new home building in 
these cities since Jan. 1, 1930 ac- 
pins counts for only 10.5% of the houses 
ee standing at the start of 1944. 

k * a 


Designed to attract those inter- 
ested in buying or building a new 


HIGHER y 


‘Are you leoking to sell 
the 18-35 women’s 
market? Are you trying 
to reach the vast group 
of acquiring and re- 


plenishing active 


home, a new savings and mortgage women? 

promotional service, Plan-a-Home 
Then SECRETS is your 
magazine! 


Latest, impartial 


survey —just com- 
pleted — shows that SECRETS has an 83% concentration in this 18-35 
active age group! | 


The women of this group are young, ambitious; they are forming buying 


habits that will stay with them for a long time; they are married and desire 
—and need —the myriad commodities that make them, their children 
aera pady and husbands healthy and happy. And they have the money to buy them. 
Now is the time to present your products to them in SECRETS. SECRETS, 
through its Self-Improvement editorial policy, has conditioned them to be 
a first-line market, and they read it because it’s their guide to a fuller, 


more, abundant life. 


You’ll want to know more about SECRETS 4,000,000* 


pe yomeriy ooh readers . . . We want to show you the results of this 


° comprehensive survey. It reveals the remarkable facts 
This Area, which is 


Oklahoma's of SECRETS. A letter will bring it to you. 
No. 1 MARKET 


plus bonus counties in 


Missouri, Arkansas and *Each copy of SECRETS is read by the purchaser and 
BLANKETED four intimates of her circle. This and other data 


yf based on survey of SECRETS readers. 
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foundations for new slum areas 
in 1960.” 
* * ok 

In a travel survey in which more 
than 122,000 members of the Chi- 
cago Motor Club were queried 
concerning their postwar travel 
plans, a 25% return so far shows 
qa preference for touring the far 
West and Pacific coast, with travel 
to national parks taking second 
place and third place going to 
travel in southeastern states. 

Reasons given for selection of 
postwar vacation destinations and 
trips, are: 1, Rest and relaxation, 


25%; 2. See new places — historic 
and scenic, 21%; 3. Recreation and 
play, such as fishing and hunting, 
18%; 4. Visit relatives or friends, 
17%. 

The survey indicated a Pan- 
American travel trend, with Mex- 
ico the first choice. Others will 
extend their tours through the 
Central American republics to 
South America. At least 14% of 
the postwar motorists wish to 
drive to New England and the 
eastern Canadian provinces, and 
11% indicated they want to drive 
to Alaska. 


It was revealed that the ma- 
jority of the motor club’s mem- 
bers expect to use their war bond 
fund for traveling expenses, which 
were estimated at from $5 to $10 
a day for 35% of the respondents. 

* ¢ *& 


Predictions that service stations 
and auto dealers in the postwar 
period plan appliance distribution 
are borne out by the announcement 
by the W. R. Stephens Company, 
Minneapolis Buick dealer, that 
they have acquired wholesale dis- 
tribution in that area for products 
of Landers, Frary & Clark, manu- 


facturer of Universal electric ap- 
pliances. 

At the same time the Stephens 
company is assuming the distribu- 
tion of Kelly-Springfield tires. For 
each of the two new operations, 
headquarters apart from the Buick 
establishment are planned. A sep- 
arate organization, the W. R. 
Stephens Distributing Company, 
has been formed to conduct the 
wholesale business of the newly 
acquired lines, which, in addition 
to Universal electric products and 
the Kelly-Springfield tires, will in- 
clude Seth Thomas clocks, a pop- 
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Mc azine of Dramatized Self-Improvement” 


67 West 44th Street 
New York 18, New York 


ERONCENTRATION OF READERS IN 18-35 AGE GROUP 
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100 North LaSalle Street 403 West 8th Street 


Chicago 2, tt. 


Los Angeles 14, Call. 
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ular refrigerator line, freezer cabi- 
nets, electric fans, a radio line, 
coal heaters and gas and electric 
stoves. 


To Schwimmer & Scott 


George Maher, with NBC, Chi- 
cago, for the past 12 years as 
studio engineer, has joined 
Schwimmer & Scott Advertising 
Agency, Chicago, as a producer in 
the agency’s radio department. 


Plans Jan. Meeting 


Allied Liquor Industries will 
hold a conference on the industry’s 
public relations problems in New 
York Jan. 30-31, planned to pre- 
cede the Feb. 1-2 meetings of the 
Wine & Spirits Wholesalers of 
America. 


MacLean Paper Expands 


Engineering & Contract Record, 
published by. Hugh C. MacLean 
Publications, Toronto, is being ex- 
panded to monthly as well as 
weekly editions. Weekly issues 
have appeared without interrup- 
tion since 1888. 
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FOR LATEST 


NEWS AND VIEWS 
ON WARTIME 
TRANSPORTATION 
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TRAFFIC WORLD 
~ Complete weekly coverage of 
$15 


all transportation news as— 

ODT Orders, I.C.C. Reports, 

Maritime Commission and 
A YEAR Civil Aeronautics News, Court 
Decisions, Complaints, etc. 


TRAFFIC BULLETIN 
Weekly coverage of News Car- 
$2 500 


rier Tariffs, Special Permis- 
sions, Embargo Notices, 
A YEAR Investigation and Suspension 


Orders, Dockets, Hearings, etc. 


DAILY TRAFFIC WORLD 
and TRAFFIC BULLETIN 


Daily report of all wartime 

$] 00 governmental bodies, Mari- 

time War Emergency Board, 

A YEAR ODT. OPM, WPB, OPA, 
OPC, etc. 


Write today for more detailed information, 
sample copies, and FREE 50-page manual 
entitled, A Guide to Effective Freight Trans- 
portation Promotion.”’ 


TRAFFIC WORLD 
© ® 


) 


CHICAGO 7, ILLINOIS 
418 SO. MARKET ST 


* 
NEW YORK 17, N. Y. 
122 EAST 42nd STREET 
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Roosevelt Urges 
War Campaigns 
Be Continued 


New York, Dec. 21.—President 
Roosevelt, in a letter to Harold B. 
Thomas, chairman of the War Ad- 
vertising Council, has urged ad- 
vertisers to support home front 


campaigns “until the last shot is| 


fired” and during the reconstruc- 
tion period to follow. 
Mr. Roosevelt praised the Coun- 


| cil’s 


work in “mobilizing the 
forces of advertising to assist in 
winning the war,” and pointed out 
that “nearly a _ billion dollars 
worth of advertising has been con- 
tributed to war programs since 
Pearl Harbor.” 


Praises Plans to Continue 


The President said he was 
“gratified to learn that the Coun- 
cil plans to continue its public 
service” and he expressed hope 
that “your work will receive the 
unqualified support of business- 
men throughout the nation.” 


‘Sports-Week’ Changes 
As a paper conservation meas- 
ure, Sports-Week, New York, has 
switched from four to five columns 
and has decreased its type size to 


|eight point. The line rate has con- 


sequently been reduced. 


Helitzer to Cairns 


Helitzer Bros. & Co., New York, 
maker of blouses, lingerie and 
children’s dresses, has named John 
A. Cairns & Co., New York, as 
agency. Fashion and women’s 
magazines will be used. 


SS 
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Name Ray-Hirsch 


Official Films, Inc., New York 
distributor of home -movie film, 
and Write, Inc., New York, manu- 
facturer of carbon paper and type- 
writer ribbon, have named Ray- 
Hirsch Company, New York, to 
handle their advertising. ’ 


Epstein to Blackstone 


Jean Epstein, formerly of Bill- 
board, has joined the Blackstone 
Company, New York, as an ac- 
count executive. 
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PAPER keeps the wheels turning 


In war work as well as in peace-time 
production, paper has a tremendously 
important part in keeping industry at 
peak efficiency. Without words written, 
typed, or printed on paper, the huge 


mesh of modern American 


industry 


could not operate for an hour. 


* 


During the war, paper mills have been 


called upon to do things undreamed of 


LET’S FINISH THE JOB... 


in peace time. They have played a most 
vital role in providing one of the war’s 
most critical materials. With the coming 
of Peace, we shall use this knowledge 
and experience to make for your use 


even better paper than ever. 


2. & 


BUY BONDS 


Sn leenational 


PAPERS FOR 


PAPER 


COMPANY 


220 E. 42nd ST., NEW YORK 17, N.Y. 


PRINTING AND 


CONVERTING 
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Ad Volume Rises 
in Great Britain 


London, Dec. 6.—A slight jp. 
crease in British advertising dyr. 
ing the first nine months of 1944 
as compared with the same perigg 
of 1943, is indicated by figures de. 
veloped by the Statistical Review 
of London. 

Translating expenditures a: 
rate of $4 to the pound, Statist 
Review reports press advertising 
for the third quarter of 1944 4 
$14,677,192, up slightly over 5% 
from the 1943 figure of $13,818,356 
For the nine-month period, the 
1944 total is $43,929,188, up 74% 
from the 1943 total of $40, 882 416. 

As has been true all during the 
war, the government continues as 
the largest press advertiser jp 
Great Britain, its total for the 
first nine months of this year ag- 
gregating well over $5,000,000, or 
approximately 15% of all adver. 
tising. 

The National Savings Commit- 
tee campaign (equivalent of 
Treasury drives in the U. S.) ran 
to $1,558,000 for the nine-month 
period. The Ministry of Food 
spent $1,316,000; Ministry of Fuel 
and Power, $641,000; Ministry of 
Agriculture, $535,000; Board of 
Trade, $261,000; British Railways, 
$158,000; Ministry of Health (for 
anti-diphtheria and VD drives), 
$211,000; Ministry of Labor, $293,- 
000; and NAAFI (recruiting civil- 
ian personnel for work in military 
canteen abroad), $283,000. 


Soap Leading Classification 


In non-governmental expendi- 
tures household soap was the most 
important classification of adver- 
tising during the third quarter, 
with total expenditures for those 
three months of $394,044 and Oxy- 
dol the largest individual adver- 
tiser with expenditures of $59,000 

Beer accounted for $233,000 
during the quarter, with $71,000 
of this representing an industry 
campaign, with space devoted t 
the war effort. Biscuit advertising 


'totaled $296,000, with the larges' 


advertiser, Ryvita Crisps, account- 
ing for $52,000. 

Cereals totaled $186,000, the 
largest advertiser, Kellogg’s All- 
Bran, spending $39,000. Cigarets 
accounted for $277,000. Players 
Navy Cut being the biggest adver- 
tiser with $27,000. The dentifrice 
classification ran $293,000 during 
the quarter, with Phillips Dental 
Magnesia spending $54,000. 

Health and baby foods spent 
$250,000 during the quarter, Hor- 
lick leading with $43,000. The 
motor car industry accounted for 
$198,000, Ford leading with $27, 
000. Almost $217,000 was spent 
for toilet soap advertising, wit 
Lifebuoy in first place with ex- 
penditures of $42,000. 


Erwin, Wasey Opens 
Canadian Office 


Erwin, Wasey & Co., New York, 
has announced incorporation of 4 
Canadian branch to be known 4 
Erwin, Wasey of Canada Lt 
with offices at 749 Yonge St., _ 


ronto. Staff appointments. aid lis 
of accounts will be announced 
later. 

Officers will be L. R. V asey; 
president; H. D. Williams and ) 
MacMillan, vice - presidents, an 


Beatrice McCullough in charge ® 
media. 
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_ YoU OUGHT TO KNOW . 


you Ought toKuow . 


he Keith Evans we are talking about 
is Keith John Evans, of Riverside, I11., 
wo is advertising and sales promotion 
m nager of Jos. T. Ryerson & Son and 
m nager of the sales promotion division 
of the Inland Steel 
Company, Chicago. 
Tiere are several other 
Keith Evanses in the 
advertising business, 
scattered around the 
country, and sometimes 
they read each other’s 
mail. Our Keith Evans 
has on his agenda 
looking up other own- 
ers of the brand and 
deciding on permanent 
organization. 

Keith Evans of Ryerson and Inland 
Steel is one of the famous men of the in- 
dustrial advertising field. As founder and 
first president of the National Industrial 
Advertisers Association, he has become 
almost a legendary figure to the younger 
people in the business, even though he 
lacks the long white beard and the tra- 
ditional habiliments of a patron saint. 
The association, started in 1922 as the 
result of his promotion of the idea that 
a national organization would help every- 
body, has grown and grown until it now 
has over 2,600 members, making it the 
largest association of individual members 
in the entire advertising business. 

Keith is an old-timer in length of serv- 
ice with Ryerson, since he joined it as an 
office boy in 1912 and has been there ever 
since. He became advertising and sales 
promotion manager only five years later, 
which ought to be something of a record. 
He took time out to help fight World War 
I and was commissioned a second lieu- 
tenant in the artillery, but his ambition 
to get into action was disappointed when 
the armistice found him still training 
troops at Camp Taylor, in Louisville. 

Ryerson is the largest steel warehous- 
ng company in the country. When it was 
taken over in 1935 by Inland Steel, one 
of the leading independents, Keith kept 
right on with his Ryerson job, but in ad- 
dition assumed the post of manager of 
the sales promotion division of Inland. He 
denies the rumor that Inland bought 
Ryerson in order to improve its advertis- 
ing operation. Anyway, you will find 
him on Mondays, Wednesdays and Fri- 
days in the First National Bank building, 
where the Inland general offices are lo- 
cated, while on the other days of the 
week he hangs his hat in the Ryerson 
plant out at Sixteenth and Rockwell. 

If there is any one thing which dis- 
tinguishes Keith Evans as an advertising 
man, it is his intensely practical attitude 
toward the job. He is primarily con- 
cerned with making advertising work as 
part of the marketing team, and doing 
with advertising and sales promotion the 
things which are too expensive to do with 
salesmen. He considers sales promotion 
@means of keeping the customers pleas- 
antly warmed up in the intervals between 


Keith Evans 


BY ELON C. BORTON 
Advertising Director 
LaSalle Extension University 

A very interesting case study talk be- 
‘ore e Direct Mail Club of Chicago by 
Les} Suhler, expert circulation getter 
LOr 0k magazine, emphasized again 
free points which experienced direct 
all nen know but sometimes forget—to 
peel: sorrow. 
Th first was that even the experts 
an ‘udge a mailing piece by looking at 
t . Suhler gave each member of the 
ce samples of pieces he had tested 
ter telling something of the pur- 
each one, asked for a raised hand 
to its pulling power. In one case, 
ntly most of the audience voted 


KEITH EVANS 


salesmen’s calls. 

Because of this practical sales-minded- 
ness, Keith has done some real pioneering 
in such directions as analysis of sales, 
analysis of sales calls and similar jobs 
which used to be thought too detailed and 
scientific for an advertising man to tackle. 
As a result he is so close to sales man- 
agement and operation that he is con- 
stantly called into sales meetings, and 
works closely with sales executives and 
individual salesmen and with the man- 
agers of Ryerson warehouses all over the 
country. He really knows the businesses 
he is advertising. 

“If I had to choose between general 
market surveys and current sales analysis 
work,” Keith frequently says, “I would 
take the latter. It gives a much better 
picture of where and to whom we are 
selling and where and how our advertis- 
ing and promotion should be directed.” 

One of his deep convictions is that. in- 
dustry must tell a better story to em- 
ployes and the general public if it expects 
to be understood and to have sympathetic 
treatment in Washington. He spends a 
great deal of time at the big mills of In- 
land Steel at Indiana Harbor, and is not 
talking through his hat when he tries to 
interpret the ideas of workers to man- 
agement. 

Keith has been active in the Associa- 
tion of National Advertisers as well as 
the NIAA, and has served a couple of 
terms as director of the former. He is a 
member of the War Advertising Council 
and has helped to direct several of its 
conservation campaigns addressed to in- 
dustry. He likewise participates on more 
than a perfunctory basis in the group ac- 
tivities of the steel industry which relate 
to advertising and marketing. He does 
considerable writing on marketing sub- 
jects, and has conducted a popular de- 
partment in Industrial Marketing for the 
past 15 years. ; 

The Evans family lives in a big, ramb- 
ling house in Riverside, where both Keith 
and his wife, Harriet, are active in civic, 
church and school affairs. His chief home 
interests are his four beautiful daughters 
and his garden. (He is known as the fel- 
low with the green thumbs.) Harriet Jr. 
is now a student at Northwestern Uni- 
versity, specializing in radio, following a 
hitch as announcer at a radio station in 
Bluefield, W. Va. While both he and Mrs. 
Evans play a lot of golf, they are at their 
best at deep sea fishing, and have photo- 
graphs to record their success in captur- 
ing tarpon, sailfish and other important 
denizens of tropical waters in the West 
Indies and off Mexico. 

One of his pet enterprises is the A. C. 
Nielsen Company, now the largest mar- 
keting research organization in the world. 
Keith became a. stockholder and adviser 
of the company when it started out com- 
piling industrial performance surveys in 
1924, and its phenomenal success in con- 
sumer marketing research during the past 
10 years has been just as gratifying to 
Keith as it is to Art Nielsen. 


The Pay- OL NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
wee! to week. Pertinent case histories, queries and comments from readers 
are .vited. Whenever possible they will be answered here. 


wrongly. Again and again a large pro- 
portion of us did not guess right. We just 
weren’t close enough to the problem to 
know. And Mr. Suhler indicated that 
even his experienced staff could not 
always judge correctly in advance of the 
test. 

The second conclusion —and this was 
pointed out by the speaker— was that 
Look’s findings do not necessarily mean 
any conclusions for any of us to follow in 
our own work. Our conditions are dif- 
ferent—product, prospects, timing, etc.— 
so that Look’s findings can only be indica- 
tive for anyone else. They suggest prob- 
able similar test results for us but they 
only suggest. 

In fact, his findings on any test are not 


even conclusive ih all cases for Look 
itself. Thus certain letters or cards 
work well on renewal subscription mail- 
ings and do not work as well on new 
subscription mailings. Some apparently 
worked well at certain times of the year 
but not as well at others. The depression 
years called for different techniques than 
boom years and war times varied from 
peacetime results. 

The third conclusion —and this is the 
most important—was of the need of con- 
stant testing and retesting. The only sure 
way to largest success in direct mail ad- 
vertising and selling is to test all the time 
and to test everything. Mr. Suhler, for 
instance, told us of tests on short letters 
against long ones, letters on two sides of 
the sheet against two separate sheets, 
various different headings for letters, a 
printed signature against one _ printed 


through a ribbon, a separate reply form 
against a detachable form on the bottom 
of a letter, illustrated reply cards against 
a plain type card, window envelopes in 
competition with plain envelopes, etc, 
etc. 

Little things? Yes. But they make a 
difference in the results and when you are 
dealing with big mailings a small per- 
centage counts up fast. The small user of 
direct mail can’t carry his tests quite as 
far perhaps but he still needs to test care- 
fully everything he does. Certainly he 
must test the big fundamentals of his 
mailings—his lists, his story and his 
method of presenting it. Then as he gets 
farther into the job he will find it advan- 
tageous to test the refinements one by 
one. And gradually he will find a profit- 
able pattern evolving from his own long 
series of tests. 


inquiry and sales response? 
enough evidence to answer it. 


Do any ADVERTISING AGE readers have any opinions or evidence about the rela- 
tionship of readership or listenership and direct results? 
rating on readership or listenership indicate a corresponding high or low in 
This question comes up frequently and I haven't 
I’ll be grateful for your comments. 


Does a high or low 


lhe Creative Wan: Corner 


Plus and Minus 
Each pair of advertisements below is 
competitive. 
Two, from Upjohn and Squibb, are 


institutional, but both are concerned with 
Two, fromm Norge and 


blood plasma. 


SQuian 


Frigidaire, are from manufacturers en- 
gaged wholly in war work—but eyeing 
the future. The final pair, from Frankfort 
and Seagram, are frankly competitive. 
The three fields hardly could be farther 


apart. Yet in each one, one of the adver- 
tisers has managed to build an advertise- 
ment that will bring him anywhere from 
two to five times the number of thor- 
ough readers that the competing page 
will get. In each case one of these adver- 
tisers has managed, in headline and by 
illustration, to offer something important 
to the reader. 

The fact that in one instance it is 
knowledge about a life-saving serum, in 
another holiday help from the refriger- 
ator, and in the other a recipe for egg- 
nog, makes little difference. Nor does it 


matter that the last has been repeated 
more times than one. 
What is important, in the opinion of 


this Corner, is that a direct headline with 
honest news value, straight-away illus- 
trations and straightforward copy here— 
as always—make for advertisements of 
outstanding interest . . . and memora- 
bility. 

No other kind is so consistent. 


business Chart of the Week 


OIL 
TOURISTS 
I) 


MOVIE 


i 
J) lan 


IN SOUTHERN CALIFORNIA 
SECOND ONLY TO 
OIL INDUSTRY 


Tourists Importance to California Economy 
(Based on /938 Figures) 


In California - 
TOURISTS SPENT $250,000.000 


DIRECTLY SUPPORTS 26/300 PERSONS 


In Southern California - 

TOURISTS PROVIDE ONE OUT OF 

EVERY FIVE DOLLARS IN RETAIL 
TRADE . 


--—-+from Products the West Can Produce, 


published by Pacitic Advertising Assn 
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Join Blue Promotion 


Humbolt J. Grieg of the Blue 
Network sales staff has been named 
manager of the sales development 
division of the network’s promo- | 


tion and advertising department. 
am Working with him will be Philip | 
-_ Frank of the promotion division. 
bes Also joining promotion and adver- 


tising is Jean Russell, formerly in 
the promotion department of the | WPB Defense of Home Front 
New York Daily News. Ends Military ‘Attacks’ 

: | Washington, Dec. 21.— Perhaps 
| the switch has been too subtle for 
the public to notice, but high mili- 
tary officials have abandoned their 
psychological warfare against the 
home front following release of 
a WPB report showing that 78% 
of the difficulties holding up criti- 
cal war programs stem from con- 
ditions beyond control of any 
civilian. 

Truth is that over-all production 
remains at phenomenal heights, 
| but that changing character of the 
| war has created demands which 
l|could not be anticipated when 
schedules were made up. Unlike 
the military, who went at the 
|home front with a whip, civilian 


407 SOUTH DEARBORN ST 


CHICAGO 5. ILLINOIS 


By STANLEY E. COHEN, Washington Editor 


|production officials remain calm 
‘and have nothing but praise for 
'the efforts made by Maj. Gen. 
Lucius D. Clay and his staff, who 
}ordered the goods, despite un- 
| knowns existing at the time. 
| The WPB report shows that 
| 40% of the current lags result 
|from unexpected changes in re- 
|quirements; another 26% from 
| design changes, and 12% from 
| lack of facilities for handling new 
orders. Only 22% is traced to 
manpower and in many of these 
|cases the military bears a good 
|share of the responsibility. Cot- 
| ton duck, for instance, was in good 
'shape until the Army cut back its 
| orders and had the swingshift dis- 
|missed. These are bad times to 
be looking for 6,000 nightshift 
workers for a job paying $26 a 


Let's Listen 
to the 


RECORD 


N the course of a recent prize fight in Hartford, Con- 

necticut, Willie Pep* was floored with a smashing right 
to the jaw. The bell, ending the round, rang before 
Willie Pep picked himself up. After the usual minute of 
rest, Pep came back to pound out a decisive victory. 

However, the claim was made that the round lasted 
only two minutes instead of the regulation three. 

All was confusion in fistic circles until WTIC’s sports 
broadcaster Bob Steele brought out the recording of the 
blow-by-blow broadcast of the fight. On his regular pro- 
gram “Strictly Sports’ Steele played the recording of 
this round and all the sports fans in Southern New 
England proved by their own watches that the round 
lasted three minutes. 

The result: Enthusiastic listeners who themselves con- 
firmed the fact that all was well with the bell, and a State 
Boxing Commission satisfied with the recorded proof 
that the timekeeper had done his job. 

WTIC’s role in this precedent-making episode is just 
one small example of our desire and ability to serve the 
public interest. Perhaps that explains why in Southern 
New England people are in the habit of listening to WTIC. 


*Willie Pep, World’s Featherweight Champion, and a Hart- 
ford product, has won 83 out of his 84 professional fights. 
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week. 

WPB was burned up to find the 
military disparaging the home 
front for not meeting schedules 
which the military were constantly 
changing. Protests have finally hit 
home, and even the War Depart- 
ment now grudgingly admits that 
shortages are not the fault of in- 
dustry or labor. The Nazi propa- 
ganda machine remains free, how- 
ever, to tell our boys at the front 
that we are letting them down. 
And in doing it, they can quote 
some fancy names. 

cs a By 

Model: J. Harold Ryan, presi- 
dent of NAB, suggests that his 
organization has provided an ex- 
ample of good public relations in 
its handling of the recently revised 
program identification rule. By 
adopting a conciliatory attitude 
and trying to understand what the 
government regulatory agency was 
trying to accomplish, NAB was 
able to help FCC write a compro- 
mise rule which achieves effective 
control over controversial pro- 
grams but leaves ordinary com- 
mercial programs untouched. It is 
not as much fun as “Viewing with 
Alarm,” but it pays off. Cost: Sec- 


retary Morgenthau proudly nh fe ly 


ported that war bond promotions 
to date have cost the government 
18 cents for every $1,000 rai 
thanks to millions of dollars’ wor 
of contributed facilities and se» 
ices. Only five industries sell wj 
comparable efficiency, the |} 
advertising report shows: Cry 
petroleum, shipbuilding, merc! 

pig iron, copper smelting and 

fining, and aircraft. The auto 
dustry, one of the most efficient 
spent 52.3 cents per $1,000 of sales, 
FTC says. 

k * * 

Crisis: Radio tube supplies go 
from bad to worse. The industry 
is booked for war work to June. 
1945, or later. Recent estimates 
show less than 2,000 tubes a month 
for civilians. The program is go 
urgent that Ray C. Ellis, former 
director of the Radio and Radar 
Division, has been recalled from 
General Motors for more war serv- 
ice. Demand: Industry generally 
dislikes grade labeling, but OPA 
faces the unusual situation of 
meeting demands for Swiss cheese 
manufacturers who want more 
grades. Since no cheese grading 
system exists, OPA has been able 
to price only two qualities of 
The industry would like 
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@ Nearly 60% (116,325) of Tri-Cities’ population lives on 


the Illinois side . . 


. in the Moline-Rock Island zone. 


® Rock Island-Moline employes over 80% of Tri-Cities’ in- 


dustrial workers. 


® Moline-Rock Island . . . widely known as THE FARM 


MACHINERY CAPITAL. 


@ Thoroughly covered without duplication by the ROCK 
ISLAND ARGUS and MOLINE DISPATCH. 
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A Few of MOLINE-ROGK ISLAND'S Important Industries 


DEERE & CO. 


FAIRBANKS-MORSE HERMAN-NEL®ON 
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the government to set five grades, | 
and a price for each. 
a % * 


Focal point: War Department 
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Ladies’ Home Journal, has been} ‘ |in 1,000 cities a series of six edu-| will form a basis for a test cam- 
appointed director of practical re- | Knapp Appointed |cational cartoons on the profes-| paign and will measure public 
search for the Bendix Home Laun-| Donald C. Knapp has been ap-|sjon and its place in community| reaction and opinion to this type 
dry Institute division of Bendix | Pointed sales director of George | life. of publicity for the pharmaceutical 
Home Appliances, South Bend, | Mann & Co., Providence, R. I., | Atceptance and use of the series! profession. 


will press repricing of war con- 
tracts in an effort to eliminate ex- | 
cessive costs before renegotiation. | 
Tesis with 300 firms during the 


past year indicate that this proce- ‘Names Charles Easton _ ham, Mass. | 


dure promotes efficiency within a 
bus ness organization, and saves | 
money for the government. Long- 
shot dept.: Now that the Presi- 
dent's census programs for 1945 
are out, we would not be surprised 
to learn that Smaller War Plants 
Corporation decides to do some 
fact-finding on its own. SWPC, 
which will soon get a new non-par 
name, Was one of the most ardent 
advocates of the ill-fated “‘bobtail’”’ 
reports. Inflation: Post Office has 
issued a new price list calling for 
small increases in quantity lots of 


stamped envelopes. 
OB * 1 


Ind. |dealer in heavy chemicals and 
| newly-acquired subsidiary of Her- | 
‘cules Powder Company, Stone-| 


Charles Easton, advertising | 
manager of ane Philip Carey Mfg. Pharmacy Cartoons Sent 

ompany, ckland, O., has re-| | 
signed, effective Jan. 1, to join In-| L-O00 Papers as Test 
dustrial Publications, Chicago, as | The National Pharmacy Com-| 
advertising and promotion man-/| mittee on Public Information, New | J 
ager. | York, has released to newspapers | 


Ross 
$TEeV EN $ 
Special Editions, sections, pages are sold solid 


and soundly on an insyred program. Free 
Survey ot your request! 


PORTSMOUTH, NEW HAMPSHIRE - 


Cigaret sidelight: Veteran’s Ad- 
ministration apologetically an- 
nounces that special arrangements | 
have been made to get brand name | 
cigarets to disabled servicemen by | 
direct dealings with manufactur- | 
ers. Regular retail channels are | 
providing only three packs weekly | 
to hospitalized veterans. Under 
the new plan, when commercial | 
stocks fail veterans will buy from | 
the government, paying only the. 
cost of the cigarets plus tax. 
Gloom: Some civilian require- 
nents officials display concern 
over the latest orders freezing | 
non- war output. Others point) 
out, however, that current levels 
which represent maximum produc- 
tion under the freeze are the 
highest since the war. During this 
juarter 7,250,000 tons of carbon 
teel alone have been allowed for 
ivilians. Achievement: Price Ad- 
ministrator Chester Bowles lauds 
the record of retail clothiers for 
filing their pricing charts for wo- 
en’s and children’s clothing. Of 
an estimated 100,000 stores covered | 
by the regulation, only 149 missed 
the Nov. 15 deadline. Estimate: | 
For your postwar planning, it 
might be worth while to know that 
piano and organ manufacturers are 
telling WPB that during the first 
everal years after the war they 
ill be doing about 60% better 
than 1941, when output totaled 
160,000 units. That will mean more | 
employment, too. 


Survey: As OWI sees it, waste 
aper and tin are two critical | 
salvage programs that will be with 
us for a long time. Tin cans are | 
badly needed, 1944 collections 
being only 50% of the goal, and 
{ course the waste paper story is 
well known. Kitchen fats and col- | 
ections of old rags will continue, | 
too. Sugar: Cereal makers got a 
neat endorsement from the gov- 
ernment when it was decided that | 
despite the sugar shortage, rations | 
‘or bread, bakery and cereal prod- | 
ucts must be maintained because | 
hutritional value of these products | 
‘ essential to the national food | 
jrogram. Jams, jellies, preserves, | 
harmalades and fruit butter sup- | 
plies were cut 30%; pharmaceuti- 
‘als remain unchanged. Difficulty: 
american Flag Company, New| 
‘ork, has been charged by the) 
‘TC with misleading the public 
hrough its advertising into believ- 
ing that “rayon Bemberg silk” 
‘gs and “rayon Celanese taffeta 
IK” flags are real silk. Worry: 
Publishers are already wondering | 
"nether the State Department will 
ipp such publications as the 
VW OWT organ for Russia, Amer- 
Xd, alter the war, in competition 
xport editions. 


Pennock to Bendix 
Grace Pennock, for over eight 
household editor of the 
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VOTE TIME TOPS! 


Surrounding this message are the names of some of 
the mightiest sellers-of-goods in all the world. They 
are part of a group of 400 firms which bought more 
magazine advertising space in 1943 than any other 
companies in the country. They are also Ameri- 
ca’s largest buyers of many other products 
and services, from office stationery to freight 
transportation. 


Recently the top men in these top 400 companies 
(5,934 officers and directors) were asked, “What 
magazines (all kinds) do you read regularly? What 
are your first and second choice magazines?” 


Results showed that (1) more of these top men 
read TIME than read any other magazine except 
Life—and TIME’s cost per reader is less than one- 
third that of any other leading magazine. And 
(2) TIME IS THEIR FIRST CHOICE MAGAZINE— 
BY A MARGIN OF 3 TO 1 OVER THE RUNNER-UP. 


Isn’t the magazine they like best—Time—the best 
way to reach these top customers? 
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Boulware to Join G-E 


L. R. Boulware, formerly oper- 
ations vice-chairman of the War 
Production Board, will join the 
General Electric Company, Sche- 
nectady, N. Y., as consultant on 
marketing and merchandising, 
effective Jan. 1, succeeding N. R. 
Birge, vice-president, who will 
retire Dec. 31. In this capacity Mr. 
Boulware will have charge of 
operations of G-E affiliated com- 
panies. 


@ @ © the source of daily 
business news . . . the pref- 
erence of management men 
@ @ @ in the greatest indus- | 
trial area — the central west 


Advertising Helps 
Banks Add Deposit 
of $1,348,000,000 


New York, Dec. 21.— The Sav- 
ings Banks of New York State, a 
group of 131 banks, increased de- 
posits by $1,348,212,283 and ac- 
counts by 413,000 in the first two 
and one-half years of a consistent 
campaign, through Ruthrauff & 
Ryan, the Bureau of Advertising, 
American Newspaper Publishers 
Association, reveals in an “Adver- 
tising Facts” folder. 

The campaign has been based 
on the themes, “In time of war 

. save for peace” and “Buy war 
bonds from income instead of sav- 
ings.” 

Within two months of the cam- 
paign’s start in February, 1942, 
the bureau says, “the greatest 
flight of money from the associa- 


| tion’s vaults since the 1933 bank 
| holiday had been stemmed, and 
|since July, 1942, the trend of de- 


posits and accounts has moved 


| steadily upward, with each month’s 


figures larger than those of the 
previous month. Total amount of 


deposits in these banks, exclusive 
of depositors’ dividends, rose from 
about $5,500,000,000 in December, 
1941, to more than $6,600,000,000 
in October, 1944. 

About 70% of the appropriation 
has been devoted to newspapers, 
with radio getting most of the rest. 
Seventy-two dailies in 55 cities 
and 82 weeklies in 79 other com- 
munities have been used, with 
1,000 and 750-line copy running 
twice a month in “A” dailies, and 
600-line copy once a month in 
“B” dailies and every other month 
in weeklies. : 

The New York state campaign, 
however, coincided with a period 


when savings throughout the 
country were’ increasing’ sub- 
stantially. 


Roberts to Trimz 


Stewart Roberts, for the past 11 
years promotion manager of 
American Magazine, New York, 
has been appointed vice-president 
and general sales manager of the 
Trimz Company, Chicago, sub- 
sidiary of United Wallpaper, Inc. 
Previously, Mr. Roberts was as- 
sistant to Hayes MacFarland in 
the latter’s agency in Chicago. 


Aviation 


RECONVERSION BY COMMERCIAL AIR 
-PEARL HARBOR 


LINES OF THEIR PRE 


It’s Already 
Post-War in 


Service! | 


nearins wu 


PLANES IS A FACT TODAY! 


@ Averagin 


$50,000 per plane and > 
requiring 20,000 man hours of work, 


reconversion means virtual rebuilding. 
This, plus conversion of military aircraft later, constitutes the real job for 
aviation service .\. . the true market for parts and equipment. 


Chicans 2 
OCTOBER 15. 


71,5, AVR LINES 
WEAR PRE-WAR 
PLANE 10 ALS 


United Stat 


qt. 


Services 


nrewat * 


134 planes take 


n over by the army 
|e returned for air 
ter conversion f 
, ’ rom 
re mins cargo to commercial pas- 
* Ser and cargo use, the lines will 
ave 300 planes in service, 


@ Whose parts ... whose equipment is being used in these changeovers and 
whose will be used\in those to come is determined by the 


q 


service supplies. 


r 


evaluate the post war 
aviation service market. 


“\q we COMMERCIAL AIR LINES | 


@ They read AVIATION SERVICE MAGAZINE— 
they recommend and buy parts and equipment 
“by name”—they control the purchases of aviation 


@ Write us today for information on how to 


‘AVIATION SERVICE MAGAZINE 
549 West Washington Boulevard, Chicago 6, Illinois =~ 
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CONTINUES ADVENTURES—Peter Pan steps out of Derby Foods’ Peter Pay 


peanut butter label to give a lift to 


patriotic projects in which children can 


help. The campaign appears in Puck—the Comic Weekly and the Metropolitan 


Group in color, and in 71 newspapers 


in black and white. Needham, Louis & 


Brorby, Chicago, is the agency. 


NRDGA to Discuss 
‘55 Million Jobs’ 


New York, Dec. 19.— The Na- 
tional Retail Dry Goods Associa- 
tion will emphasize “55 Million 
Jobs—Tomorrow’s Economic Goal” 
as the over-all theme of its 34th 
annual conference at the Hotel 
Pennsylvania here Jan. 8-12. 
“Selling—The Key to 55 Million 
Jobs” will be the theme of the 
afternoon session Jan. 10. Others 
will be devoted to “Merchandising 
the Expanding Sales Volume;” 
“Controls — Government or Busi- 
ness?”; “How Can the Smaller 
Store Meet Its Competition?;” 
“Jobs in Retailing;’” “Postwar 
Modernization,” and, on Jan. 11, 
discussions of postwar customer 
relations, purchasing power, pub- 
lic relations, “Advertising — Its 
Place in Your Planning,” and “Re- 
appraisal of Store Services,” will 
be heard. 

Among group sessions will be a 
full day’s meeting on the future 
place of television. 


Wilkes Heads Hverade 


S. B. Wilkes, formerly on the 
sales staff of Sinclair Refining 
Company, has been elected presi- 
dent and treasurer of Hygrade Oj! 
Company, Hartford, Conn. He js 
also president and treasurer of 
Crown Petroleum Corporation, 
Springfield, Mass. 


Brown to Sales Post 


Orrin H. Brown, industrial rela- 
tions and personnel director of 
Eitel-McCullough, Inc., San Bruno, 
Cal., maker of electronic transmit- 
ting tubes, has been appointed 
head of the sales engineering de- 
partment. 


Chevrolet Names Burke 


John W. Burke has been named 
manager of the Chevrolet commer- 
cial and truck department, suc- 
ceeding W. E. Fish, recently 
advanced to _ assistant general 
manager. For the past two years 
Mr. Burke has been procurement 
manager in Washington, expedit- 
ing Chevrolet truck distribution. 


than ever before. 


every week. This campai 


3,555,405 weekly, and a 


Hershey McGillvra office. 


complete list of choice K 


E. K. (JOE) HARTENBOWER 


General Manager 


showings with audited net advertising circulation of 


' each showing to an estimated audience of 335,250. 


If you're seeking a more profitable medium in this rich 
market, get in touch today with the nearest Joseph 


information on this powerful promotion format . . . 


KCMO is ready to go places in 1945 with more vigor 


We're launching the most unusual and extensive pro- 
gram promotion campaign in town—for nearly four 
million impressions of KCMO's good program story 


gn combines outdoor poster 


series of spot movie shorts 


They'll gladly give you full 


CMO availabilities. 


Kansas City’s Basic 
and ONLY 
BLUE Network Station 
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Heppenstall 
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Allard to Ronalds 
Capt. K. C. Allard has joined 


To Wilson & Haight 


Advertising of Parsons Paper 


Heberling to Sales Post 


H. B. Heberling, formerly man- 


35 
Morrill to KCMO 


Clinton E. Morrill, formerly ad- 


Opens Campaign Ronalds Advertising Agency, To-}Company, Holyoke, Mass., has| agement representative of the Ply-| vertising manager of the Kansas 

ronto, as a copywriter. Before| been placed with Wilson & Haight,| mouth division of Chrysler Cor-| City Journal and more recently 

. Trade Press entering the Army, Capt. Allard/Inc., Hartford, Conn. Business| poration, Detroit, has been ap-j| sales manager of the Kansas City 

in was on the editorial staff of the| and consumer publications will be| pointed assistant general sales} branch of General Outdoor Ad- 

‘ittsburgh, Pa., Dec. 19.—The| Telegraph -Journal and Times-| used. manager. vertising Company, has joined the 

Heppenstall Company, manufac-| Globe, St. John, New Brunswick. aaa are —_—__-—— sales staff of KCMO in that city. 
turer of steel forgings, has Income Tax Guide Out Tells Gray’s History 


launched a six-month institutional 
campaign in metal trade papers, 
Business Week, Paper Trade Jour- 
nal and the Wall Street Journal 
urging manufacturers to place 
orders now so as to be ready to 
obtain their share of peacetime 
consumption and speed reconver- 
sion. 

The drive, to cost approximately 
$50,000, will be continued and 
expanded depending on results 
cn eved. 

Directed by S. B. Heppenstall 
Jr.. vice-president in charge of 
sales, it will be placed by Ketchum, 
MacLeod & Grove, Pittsburgh. 

In its first ad, Heppenstall lists 
four things manufacturers can do 
to help speed smooth reconversion: 
“], Make an analysis of your rea- 
sonable needs to begin postwar 
business; 2. Place un-rated orders 
for this material to be delivered 
as soon as restrictions permit; 3. 
Advise your customers to do the 
same; 4. Keep up to date on WPB 
and OPA rulings.” 

Under a headline, “Action, 
gentlemen, is needed now!”—the 
copy asks, “What are you wait- 
ing for? America’s transition 
from a wartime to a peacetime 
economy is already under way... 
you are a vital cog in the now- 
working national machinery of re- 
conversion—You are America!” 


Crosley Names Moffats; 


Regional Export Head 


Moffats Ltd., Weston, Ont., has 
been appointed by Crosley Cor- 
poration, Cincinnati, to manufac- 
ture and distribute peacetime 
Crosley products in Canada. Mof- 
fats is one of Canada’s largest 
manufactrers of stoves and appli- 
ances. 

Antonio Rojas Villalba, formerly 
vice-president and managing di- 
rector of Radio Mil XEDY, Mex- 
ico, has joined Crosley as Carib- 
bean regional manager of the ex- 
port division with headquarters in 
Mexico City. 


Becomes Son De Regger; 
Agency Adds Executives 


Son De Regger & Brown Adver- 
ising Agency, Des Moines, has 
hanged its company name to Son 
De Regger Advertising Agency. 
Joining the agency are Robert 
VY. Laird, formerly of the Omaha 
Vorld- Herald, who will be ac- 
unt executive and production 
nanager, and Les M. Gates, for- 
nerly on the advertising staff of 
he Des Moines Register and Trib- 
ne, as an account executive. 


Dyer Joins ‘Star’ 


William A, Dyer, former adver- 
ising director of the Syracuse Post 
plandard, and since 1941 intelli- 
pence officer with the Third Naval 
istrict at New York, has joined 


Me anapolis Star as assistant 
ublisher, 


© Kemmerrer 


American Microphone Company, 
0s Angeles, has appointed Kem- 
lerrer, Inc., Hollywood, to direct 
‘ advertising, using technical 
ublications. 


LOOK IT UP in 
the MARKET DATA BOOK! 


Name McDonald, Pugh 


Roy McDonald of San Francisco 
and M. D. Pugh of Los Angeles 
have been appointed to represent 
Production Equipment, Chicago, in 
their respective territories. 


The 1945 edition of Fairchild’s 
“Income Tax Guide for Retailers” 
has been published and is obtain- 
able at $3 from Fairchild Publish- 
ing Company, 8 E. 13th St., New 
York 3. 


Marking its 25th anniversary, 
James Gray, Inc., New York 
lithographer, has issued a brochure 
showing Gray personnel, samples 
of its work and events in its his- 
tory. 


KNOE Names Grant 


KNOE, Santa Ana, Cal., has ap- 
pointed W. S. Grant Company, 
with offices in principal cities, as 
its national advertising repre- 
sentative. 


DON’T FORGET TO COVER 


THE OTHER HALF 


on the Pacific Coast, too! 


Unless you are using the Don Lee Network on the 


4 r 9 > y r . , 
Pacific Coast, you’re overlooking half your coverage 


of this $16,000,000,000 market. For 50% of all re- 


tail sales on the Pacific Coast are made OUTSIDE 


the counties in which Los Angeles, San Francisco, 


Oakland, Portland and Seattle are located—and only 


Don Lee completely covers this OUTSIDE HALF. 


No other network but Don Lee can cover both 


halves completely. Here’s why: Most markets in the 


outside half are walled in by mountains 5,000 to 


15,000 feet high and the long-range broadcasting of 


other networks won’t work. Don Lee, however, has 


a radio station in every market (38 in all). More than 


g out of every 10 radio homes are within 25 miles 


of a Don Lee station. 


How well Don Lee’s method works is shown by 


a special Hooper coincidental telephone survey of 


276,019 calls (the largest ever made on the Pacific 


Coast). This survey revealed 60 to 100% of listeners 


in many of these “outside” markets were tuned to 


Don Lee stations. 


As to Don Lee’s record on covering the “inside 


half” of the Pacific Coast, regular Hooper reports 


give some surprising information. For instance, dur- 


ing the past year all of the shows that have switched 


from any of the other 3 networks to Don Lee, have 


received higher Hooper ratings within 13 weeks! 


When you buy radio time on the Pacific Coast, 


don’t forget to cover BOTH HALVES. Buy Don Lee! 


THOMAS S. LEE, President 


LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mgr. 


The Natwon’s Greatest Regional Network ‘ 


‘DON LEE 


5515 MELROSE AVE., HOLLYWOOD 38, CAL. 


Represented Nationally by John Blair & Co. 


ae 


CNSUMER MARKETS EDITION 


* 
‘ BUSINESS PUBLICATIONS EDITION 


es r ; ‘ ie Bs: x as % we sid y : D ileal . : — . ; : a tile : as at 7 d . eS : aul 
. . : ES fa eek 
eae . 
a | 1) ~ | Ss 
rest oc 
i 
— 
a 
= 
2 
ae Zs 
——— ee — — lll ODO 
} 
| 
| ; 
= 
| ‘ 
| a 
ao 
f er ¥ a 
; oa 
; | ape! — 
N ” Lf , . .° 
l | ~ P a Roa \ 
n. . , ’ ie e] i . 
y 
} . | —— A va : 
| So \ 
a- , (PS \ 
ol a ‘ 6) 
l | ~ Sarto jf 
o | ll - " 
nl | / Avas = 
€ g ys Y a : 
a ce ae % 3 re a *s : ~ x ry: te: 3 me. : ‘7 ¢ : , 
ral ee _ |. oo 
ent : ‘ BS : 4 es 
— oe ‘ fj q 
| a. “ F t a; 
| i OCG te 
| “ge bak ae 
| * ARETE ~ SS eee mee 
' . x Ss 7s e om 
N { F 
| e 
| SCS “OH i 
| -.* - * w | 
| ee ~ ~~ £m» w- | : 
| a us » @ a 
~ | — 
| ee a 
| | Se or 
| es =e a 
| ik se 
eee - 
a 
Ty a eee ; 
a ‘ 
ne 
| a 
| i — — ee sD 
inner es 
ee ‘ 
as i a 
Bs MNDu | Be SS 
eo 8 | . 
oe guns V8 , | 
Miner ae ais wey j " 
——— — & a j 
| 7 ™ 
eC . 
.s 
i 
| 
: ; - : : c 2 ie 5 : ' Hie 


36 


Heads Kem-Tone Sales Heads Ivey Research Purchase Key Agency 


J. R. Hutchinson has been ap- Fred P. Fielding, a partner of William Savage and Thomas 
pointed manager in charge of sales| Fact Finders Institute, has joined| Talley, account executives of the 
of Kem-Tone wall finish by Sher-| Neal D. Ivey Company, Phila- Key Advertising Agency, Cincin- 
win- Williams Company, Cleve- delphia, as vice-president’ in| nati, have purchased entire control 
land, O. charge of research. ‘of the company. 


Charted on 
Industrial Maps 
as the POSTWAR 
Land of Opportunity 


METROPOLITAN HOUSTON . . 


| the South in population and in industrial de- 


. first in 
velopment . . .. will enter an era of even 
greater growth and industrial expansion after 
the war. 

Long-established important industries have 
made metropolitan Houston a great manu- 
facturing center . . also oil capital and 
cotton capital of ‘the world! These indus- 
tries—including petroleum refining, cement 
and oil tool manufacturing, meat packing, 
compressing 


flour and rice milling, cotton 


and warehousing, iron foundries and paper 


.».for 32 
Consecutive Years 


Although hardest hit by the paper shortage, 


milling—have plans for postwar expansion. 
New industries established since the war 


—a huge steel mill and blast furnace, big 


shipyards, great synthetic rubber plants and 
important chemical works—are expanding 
and will centinue operations on a large scale. 


The Houston Chronicle continues to be first. Other important industries are slated to lo- 


cate here. 


by far in this market in both advertisin ; ; : 
y . Houston's amazing growth and industrial 


and circulation . . . a record maintained for 


development have been largely due to the 
32 consecutive years. many natural advantages and the wealth of 
raw material resources of the Houston area. 
The abundance of raw materials plus low-cost 
natural gas and electric service, ample water 
supply, deepwater port (one of the nation’s 


18 rail 
outlets and many hard-surfaced highways 
make Houston a natural center for manu- 
facturing and distribution . . . and assure her 
continued growth and prosperity. 


"THE HOUSTON CHRONICLE 


THE BRANHAM COMPANY 
Notional Representotives 


largest), 3 transcontinental airlines, 


* 


R. W. McCARTHY 
Notional Advertising Manager 


‘DAILY 


N REQUEST. 


ROOF O 7 | 
THE DISPATCH. f COLUMBUS, OHIO. 
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Company Ads Tell 
Housewives Wise 
fo Try Simoniz 


Promote Product as 
Beauty Treatment 
for Floors 


Chicago, Dec. 20.—With new car 
production still in the planning 
stage, the Simoniz Company is 
continuing to hit hard on a war- 
inspired theme for one of its prod- 
ucts—using Self-Polishing Simoniz 
as a beauty treatment for the 
floors of America’s homes. 

Although the Chicago manufac- 
turer has reduced its advertising 
budgets sharply since Pearl Har- 
bor, it still invests in magazine 
space to acquaint housewives with 
the merits of Simoniz and is again 
using newspapers extensively, in 


a 


|}about 40 major markets, fcr ; 
| same pu.pose. And it is neg] 
| no opportunity to tell once-sir 
}outlets for Simoniz — grog 
| hardware, paint, drug and d 
iment stores—how profits muy } 
|stepped up by aggressive 
\chandising of its Self Pol ship, 
| Simoniz, Simoniz and Sin 
Kleeners. 

Before the war the nation’ 
lions of motorists constituted th, 
company’s primary market. Fy. 
lowing extensive advertising 
Simoniz Kleener, a paste cleane; 


‘and Simoniz, it introduced | iquid { 
Simoniz Kleener in the summe ( 
of 1941, backing up the new proj. 


uct with full-fledged promoti 
which included four-color ap; 
black and white copy in nation) 
magazines. 


Budgets Drop Off 


Advertising expenditures | the 
year exceeded $200,000 in maga. 
zines and newspapers, and the 
various Simoniz products wer 
promoted consistently to the auto. 
motive and maintenance trades jy 
business paper space. Simoniz’ use 
of magazines and dailies dropped 
to an estimated $143,000 in 194) 


No secret formula will bewitch the 
many brilliant brains at DuPont into 
buying your medium. 


Here is one of America’s most com- 
plex organizations. Yet with a little 
help you'll find it’s not so staggering. 


First, of course, there’s Bill Hart, Di- 
rector of Advertising. But Bill will 
quickly tell you he’s not the whole 
show ... there are many divisional 
sales and advertising generals to be 


sold, and the staff officers at BBD&O. 


There’s Sales Mgr. Price, Ad Mgr. 
Taylor of the Cellophane Division. 
There’s Harrington of the Rayon Di- 
vision. Zellers and Evans of Reming- 
ton Arms, Stutt of “Paint”, Don 
Bauder of “Duco”, Zintl of “Fabrics 
and Finishes”, Darlington of “Ny- 
lon”, Price of “Fabrikoid’, Hague of 
“Photo Products”, Pechin of “Plas- 


Cover your market like DUCO...use 


the 5 major advertising- marketing magazines 
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all those wizards at Wilmingto:. 
maybe Pil have to take it myself.” 
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tics”, Sherin of “Chemical Speq 
ties”, Heller of “Cel-O-Glass . 


Each of these key men, and 4 Her Sin 

others at DuPont, pay for one o 

more subscriptions to the q 

major advertising - morketin ice — 

magazines. hell 
Over at BBD&O, there’s Vice!fsed Sel: 
Collette and his crew of torty self” is 
people on the account. Men like H’*te or 
Duffy, Bill O'Donnell, Bob MMR. i “ 
Frank Lawrence—Maloney. Man... 5 
Costa, Pryor, Scharps, >il’e"jsy) ; 
Spier, Williams. n’t lef 


Each of these BBD&O exe vtiv® 
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scriptions to these 5 mag sine 
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Simons now! Then your cor will spertic like 
new egein. You get more plee ure out of 
driving becouse it stays beeutitul Besides 
Simenia protects ond preserves the finish vo | 
your cer brings more on © trede-in when } 
victory comes 
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Saments Somes ond the Simons Clvemes wre told by prover Nerdwere 
ene renee y pam! bmg Ont Game meen! eres Aim by merrne teen ond go-egan 


FOR FLOORS — Housewives, not mo- 

orists, rate top billing in consumer ad- | 
vertising of Simoniz Co. products these 

days. Here is a sample of the war- 

induced approach. 


nd $125,000 last year. For the 
rst 10 months of °44 its magazine 
xpenditures are estimated at| 
nore than $143,000, and its list in- | 
ludes American Magazine, The | 
American Weekly, Collier’s, Fam- | 
y Circle, Good Housekeeping, 
he Saturday Evening Post, This 
Week Magazine and Woman’s Day. 
“Longer wearing beauty for'| 
four floors” is the headline of cur- 
ent magazine copy addressed not | 
» motorists but housewives, who | 
re reminded that Self-Polishing | 
moniz for floors “Shines as it! 
ries,” 
“Enjoy floors that sparkle im- | 
haculately,” Simoniz says. “Yes, 
elf-Polishing Simoniz gives the 
me lasting beauty that makes | 
imoniz so famous for cars.” To, 
he slogan, “Motorists Wise Si- | 
honiz,” the company has added) 
ls new claim—‘Housewives Do 
ikewise.”’ | 
A paragraph at the bottom of | 
he ad refers to use of Simoniz on 
‘ 's, advising owners that Simoniz | 
wemeerotects and preserves the finish | 
your car brings more on a) 
ide-in when victory comes.” An | 
lic line reminds prospective | 
that service stations and 
Arages, as well as grocers, hard- | 
re dealers and other stores, | 
d Meier Simoniz products. 
| 

~ ‘Sells Itself’ 
etiam (0 trade publication space, the 
cago company tells grocers, for 


Spedmmmeyers 


stance, that nationally - adver- 
cePed Self-Polishing Simoniz “sells 
rty-igmpelf” because “women every- | 


ere are anxious to buy and try” 
product, “It’s the biggest thing 
tlor sales and profits,” the com- 
y adds. “Get a stock of Self- | 
‘ishing Simoniz right away! | 
nt let your competitors grab | 


utive 
othel 
4 sub 
szine 


“MEET YOUR CONTRACTOR- 
BUILDER CUSTOMER”— 


the sensational descriptive booklet of 
the building Market. Contains informa- 
partially presented that's easily 
understood about the building that all 
king is about. 


ene for a copy of this beoklet, just 
press, or ask your advertising 


y about it. 
ps Or tr As 


CTICAL BUILDER 


Van Buren Chicago 5 


this ‘big margin’ 
ness!” 

Simoniz, officials say, has con- 
tinued to make progress despite | 
war conditions, with adequate raw | 
materials available for manufac-| 
ture of peacetime products. 

The officials estimate that about | 
25% of the business is production | 
of chemicals under war contracts. | 


Rich Heads Company 


The company, a closely-held or- | 
ganization which maintains a| 
strong cash balance, is headed by | 
Elmer Rich, president and di-| 
rector, who founded Simoniz in 


volume _busi- | 


| 
| 


cipal stockholder. Since its incep- | 


manufacture of auto 
cleaners, chemical compounds, rust | 
preventives, paints and other | 
chemical products. It has sold} 
direct to auto supply houses 
throughout the United States, and 
maintains no branches of its own. 
Its products are marketed through 
authorized, independently - owned 
service stations in all important 
U. S. cities. 

George H. Hartman Company, 
Chicago, handles the account. 


Art Annual Runs First 
National, Fashion Ads 


in the current issue of Art News 
Annual—American counterpart of 
the Parisian L’Illustration Christ- 
mas number. The 1944 publication 


Blue Revises Discount 
Rate Via 21/2°/, Reduction New Institute 

National and fashion advertisers | 
are represented for the first time|the “Blue Network Jan. 


New advertisers signing with 
16 and 
thereafter will be billed at the 


network’s new discount schedule, 


| which has been reduced by 212%, 


both day and evening. New dis- 


contains over 180 pages, 175 illus-| count is incorporated in the new | 
trations, and 32 full color plates| Blue rate card No. 32, dated Jan. 1, | 


|of works by great artists. 

Advertising rates for next year’s|for a 
Annual will be raised to $675 per | 
page, based on a guaranteed cir-/| that the daytime and 


| just released. The annual rebate! 


52-week consecutive con-| 
tract has also been changed so 
nighttime 


culation of 27,000. Among new-| rebates are the same—or 1212% of | 


comers to the 1944 magazine are | 
1915 and is said to be the prin-| Fromm “Silverblue” foxes, Jaeckel | 
E. H./} ule, 
tion, Simoniz has built up the| Scott Radio Laboratories, Gourielli| president of the Blue, was essen- 
polishes, | Shaving products, Bryan hosiery, | tial so that the Blue could “get on 


furs, Scalamandre silks, 


Harriet Hubbard Ayer perfumes, 
International Business Machines 
Corporation, and Coty perfumes. 


Borg Appointed 


Lloyd E. Borg, director of the 
Minnesota poll of the Minneapolis 
Star Journal and Tribune, has 
been appointed promotion man- 
ager of the newspaper. He will 
continue direction of the poll. 


the gross billing. 
Revision of the discount sched- 
according to Mark Woods, 


a basis more nearly adequate and | 
more in line with general network 
practice.” Current Blue adver- 
tisers are extended the usual 
year’s protection on rates and dis- 
counts. 
Appoints Frowe 

E. A. Frowe, formerly secretary 
of Brantford Coach & Body Ltd., | 
Brantford, Ont., has been ap- 
pointed sales manager. 


| subsidies is 


Mexico Sets Up 


A National Institute of Private 
Initiative Instituto Nacional 
de la Iniciativa Privada—is being 
planned in Mexico by a group of 
Mexican technicians, with the in- 
tention of stimulating private 
initiative and industry. The group 
will encourage use by Mexican 
industry of Mexican inventions, 
many of which are now sold to 
non-Mexican enterprises because 
a well-organized market for pat- 
ents does not exist. 

A system of fellowships and 
planned to provide 
funds and technical advice in the 
development of processes and in- 
ventions which may be valuable 
to the national economy. 


Artists’ Materials & Rubber Cement 
Printers’ Padding Compound 
S. S. Rubber Cement Co. 


314 N. Michigan Ave., Chicago 1, Il. 
Central 3373 


penenre 
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the SEATTL 


in is a tide in the affairs of men which, 
taken at the flood, leads on to fortune.” This 
Shakespearean philosophy describes perfectly 
the situation in Seattle today ... from the view- 
point of the producer of trade-marked articles 
seeking expanding markets. 


Seattle must be seen in an entirely different 
light than any American market. Seattle is still 
at war... and will continue all-out war until the 
defeat of Japan. Seattle is feverishly building 
Boeing B-29’s; she is repairing, building and 
supplying hundreds of war ships. Everybody is 
working and MORE help is needed. The per 
capita effective buying income is $2,251 per 
year — 104% above the national average. 


Tokyo-blasting B-29's are built in Boeing's three huge Seattle factories. 


BS 5: ie kg an Are a 


NOW is the time to act. Never before has it 
been so easy to entrench branded merchandise 
at such low cost —in a market so important as is 
Seattle. Further, every economic survey rates 
Seattle near the top of the list of “American 
cities most likely to hold their wartime popula- 
tion increases, and continue to grow.” 


The SEATTLE TIMES is the preferred news- 
paper in 7 out of 10 Seattle homes. 


Represented by O'MARA & ORMSBEE, Inc. 


New York * Detroit * Chicago * 


HEAD AND SHOULD 


TT, or Tr ee 


San Francisco * 


RYE ALL SEATTLE PAPERS 


Los Angeles 
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Wanted..ARTIST 
With a Future 


Artist—Advertising agency; well es- 


tablished reputation for effective 
creative work. Midwestern city. 22 
years in business. National oper- 
ation. 


Good opportunity for man of un- 
usual ability in creative layout and 
typography. Mostly publication, 
with some direct mail and dealer 
helps. Good salary. 


Sell us on your qualifications for 
becoming a key member of our 
organization. Send picture, full 
details and tear sheets showing 
samples. We'll want actual samples 
later, if we are interested. 


Box 6031, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


WANTED— 
SALES MANAGER 


Excellent post-war opportu- 
nity. Must be capable of 
earning $12,000 to $15,000 
per year salary. Old estab- 
lished Midwest manufacturer 
of stoves, ranges, furnaces 
and heaters. Write, stating 
full details of experience and 
qualifications. 


Associated Engineers, Inc. 


230 East Berry Street 
Fort Wayne 2, Indiana 


tatives Available,” 


| The Advertising Market Place 


| The rates for this department are as follows: “Help Wanted,” 
| ‘Positions Wanted,” “Representatives Wanted,” and “Represen- 
560 cents a line, minimum charge $2. Terms 
cash with order. All other classifications (single insertion rates): 
% in., $3.50; 1 to 3 in., $6.50 per inch. 


} 

| WORKERS SUBJECT TO PRIORITY REFERRALS 

| MUST BE CLEARED BY THE USES OR OTHER 
AUTHORIZED CHANNELS. 


HELP WANTED 


HELP WANTED 


An Agency That’s Going Places 
Wants An Industrial Copywriter 
If you know your stuff as an indus- 
trial copywriter, and can prove it 
with experience records and tear- 
sheets, an attractive opportunity is 
available to you in Pittsburgh, writ- 
ing trade-paper, direct - mail and 
house organ copy for internationally 
known industrial accounts. You 
don’t have to be an engineer, but an 
engineering “sense” will help. A 
discharged veteran of World War II 
can find this an immediate solution 
to his “‘reconversion” problem. Others 
are certainly not discouraged from 
applying, however. Tell us your 
salary objectives, of course, along 
with the usual pertinent informa- 

tion. 

Box 5290, ADVERTISING AGE, 
100 KE. Ohio St., Chicago 11, Ill. 
Advertising Space Representative. 
We are looking for a young man 
preferably in his early thirties to 
add to our New York sales staff of 
a national business magazine. For a 
discharged veteran or young man 
thinking of his post warsfuture this 
offers an excellent opportunity. 
$350 a month, expenses and bonus 
to start and an opportunity for in- 
creased earnings depending upon re- 
sults. Reply giving age, education, 
experience, marital status and en- 

close small snapshot. 

Box 52938, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 
ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


EXCEPTIONAL OPENING 
For an Associate Editor by a na- 
tion-wide hotel trade publication. 
Prefer one familiar with teday’s 
hotel operation. Must be draft 
exempt. Apply by letter stating 
|} background, experience and salary 
expected. 
Box 5238, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
Direct Mail Circulation man wanted 


by industrial magazine publisher. 
Must have a _ successful record in 
magazine field. This is an excep- 
tional opportunity for right man. 
Reply giving experience, age, draft 
status, etc. 
Box 7032, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


LAYOUT ARTIST for fast-growing 
Omaha Agency. Key position open 
with real future. Must have- real 
creative ability, be able to visualize 
ideas, do some finished art, buy the 
rest and direct production. If inter- 
ested, tell all in first letter including 
agreeable starting salary. Address 
France-Duff Advertising Agency, 
Omaha, Nebraska. 


WE EXTEND TO OUR APPLICANTS 
AND CLIENTS, SEASON’S GREET- 
INGS AND OUR SINCERE WISHES 
FOR A PEACEFUL AND HAPPIER 
NEW YEAR 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
S. MICHIGAN, CHICAGO 
YRS. ADV. EXPERIENCE 


Washington, D. C. Adv. Agency 
wants two experienced men. (1) 
Copywriter with flair for layout, to 
handle a select list of local and 
trade paper accounts. Agency or de- 
partment store advertising back- 
ground desirable. (2) Production 
man to head complete department, 
with knowledge and ability for buy- 
ing and specifying all types of direct 
mail, engravings, composition, ete. 
Permanent futures assured. Imme- 
diate openings. Write at once, giv- 
ing background, experience, educa- 
tion, reference. Your confidence will 
be respected. All samples or mate- 
rial will be returned if desired. 

Box 7025, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 


Sales and Marketing Analyst 
Experienced in analyzing sales fig- 
ures and marketing research as a 
basis for determining sales poten- 
tials, establishing quotas, re-align- 
ing territories, ete. Knowledge of 
soft goods lines sold through depart- 
ment stores preferable. Excellent 
permanent opportunity. Give com- 
plete personal details, including ex- 
perience and salary desired. 

Box 7021, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
WANTED ARTIST—AGENCY 
located in Northern Indiana needs 
artist to work with art director. 
Capable of making layouts and fin- 
ished work. Permanent position. 
Ideal working conditions. Reply in 
detail as to experience, age, salary 
and draft status. 

Box 7022, ADVERTISING AGE 


310 
20 


100 E. Ohio St., Chicago 11, Ill. 


Advertising Age, December 25, 1944 
HELP WANTED HELP WANTED 
WANTED: A man or woman familiar AD’VT AGENCY WANTS 
with the grocery field. A college ART CONNECTION 
graduate who knows grocery mer- eis : 
chandising and has or can write on |Southern Advertising Agency 4 
the subject. One who is an experi-|to form an immediate con i 
enced proofreader. Perhaps the per-|with established artists’ ore y 
son is now the editor or associate |tion or individual with wide « ‘ 
editor of a grocery trade or house |ence in preparation of comp: 
organ publication. Replies held in |sive brochure-presentations to 
strict confidence. é pective clients. 
Box 7023, ADVERTISING AGE Work involves over-all compr> hey. 
330 W. 42nd St., New York 18, N. Y.|sive designing, preparation of coy. 
MARKETING DIRECTOR oy Sickel erodentaiine ea 
WANTED BY tie kis ; if sc 
Work to be contracted for on 


Dallas Manufacturer 

One of our clients, a Dallas, Texas, 
manufacturer of nonferrous metal 
products, currently engaged in war 
material production, has an oppor- 
tunity for a man to come into the 
organization now and complete 
plans for aggressive, nation-wide 
marketing when manufacture of 
peacetime goods can be resumed. 

This job requires a man who can 
sell, and train and manage salesmen. 
He should have a practical knowl- 
edge of advertising and sales pro- 
motion and research, 

Products are windows, doors, ar- 
chitectural metals, theatre display 
frames and other theatre equipment, 
and a number of other lines now in 
the designing department. 

Sales work requires calls on archi- 
tects and contractors, in cooperation 
with sales agents and distributors. 
This company and its products 
are well and favorably known. Has 
an ambitious postwar program. 
Please outline your background, 
experience and salary requirements. 
Your letter will be held in confi- 
dence and referred to our client. If 
you are not familiar with living con- 
ditions in Dallas, ask any questions 
you wish. 

Attention UC 
Herbert Rogers Company 


Advertising 
602 Wholesale Merchants Bldg. 
Dallas 2, Texas 
Promotion Manager for industrial 
magazine publisher. Must be top 


flight. Knowledge of magazine field 
essential. Reply giving experience, 
age, draft status, etc. 

Box 7028, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Assistant Treasurer for magazine 
and book publisher. Experience in 
publishing field desirable. Locate in 
Chicago. Reply giving experience, 


age, draft status, etc. 

Box 7029, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 
LAYOUT ARTIST—If you are a 


good layout man, experienced in re- 
tail advertising, and want a perma- 
nent position with a real opportun- 
ity, write, outlining your experience 
and qualifications. tive complete 
information in first letter, including 
age and salary desired. Send sam- 
ples; they will be promptly returned. 
JESSOP ADVERTISING COMPANY, 
21ST FLOOR, FIRST CENTRAL 


TOWER, Akron 8, Ohio. 


job basis. 


Please write fully stating exper. 
ence, national advertisers s 


and if possible several indicati ye 
work done. 
Box 7026 ADVERTISING AGE 
100 E. Ohio St., Chicago 11, [)], 


cs 


———— 


INDUSTRIAL COPYWRITER 
WANTED 


Forceful idea man who can create out. 
standing campaigns . . . write dramatic 
technical copy. Unusual opportunity to 
work with excellent accounts. Temporary 
free lance basis—full time in February or 
March. 

& 
Box 6030, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


WANTED 
ART DIRECTOR — IDEA MAN 


Expert at powerful, dramatic industria! 
layouts—to form and run active art-pro- 
duction department for big little agency 
with choice accounts! Free lance to March 
I—then full time. 


Box 6029, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


DO YOU NEED A GOOD 
MAIL-ORDER MAN 
—an advertising strategist and analyst whose 
modern ideas and tested copy are guaranteed 


to bring you more checks, orders, inquiries, 
phone calls—at less cost? Quick service 

SPECIAL GET-ACQUAINTED OFFER: 
Improve your next ad for $5. Send it to me 
now for complete constructive analysis. Write 
today. Address P. Jaques, Tall Pine 
Farm, Wrentham, Mass. 


@ Ever visit a fish liver rendering plant? Very hard on the 


olfactory nerves. 


But buried in that loud-smelling raw fish liver oil is a precious 
substance which is almost as good for your professional career 


as it is for your person. 
It has improved a goodly number of food and drug products. 


It is destined to improve a lot more products. And you need no 
charts to prove that better products make for better copy. 


What is this precious substance we distill from raw fish liver 


Sa 


lation Products, Inc. 


Vy Distil 
755 Ridge 


“Odl- Soluble- Vitamin Headguarters™ 


going is now. 
Need some more information? We’ll be glad to supp!) 


Road West, Rochester 13, New York 


oil? Vitamin A. To be specific, DPI Distilled Concentrates 0) \'! 
min A Esters, the bland, highly stable, accurate-potency (i 
centrates which are by every method of measurement the 
vitamin A on the market. Now subject to government 4 
tion, but there’s a free market coming. 

We believe you'll agree that this whole idea is worth : 
ing, and then worth some real action. And the time ‘o 
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ertising Age, December 25, 1944 


HELP WANTED 


j». stant Production Manager for 
» ig magazine and book pub- 
i Must be experienced, know 
iy printing, offset and color proc- 


Fine opportunity for perma- 
connection. 
< 7031, ADVERTISING AGE 
vy. 42nd St., New York 18, N. Y. 
Mn. to head order billing depart- 
»t of book publishing company. 
Kn wledge inventory controls, ac- 
ing, handling staff of girls 
helpful. Reply giving experience, 
‘ draft status, etc. 
; 7030, ADVERTISING AGE 
Vv. 42nd St., New York 18, N. Y. 

POSITIONS WANTED 
ED! rOR, wide experience house or- 
‘ and consumer magazines, seeks 
in ar position or opportunity in 
ral or trade publications. Sales 
ed and strong on sales promo- 
tion, contests. Background in auto- 
motive, aviation, fresh fruits and 
yee: tables, trucks, building supplies, 
offi appliances, electric refrigera- 
tion, health foods. 

Handle copy, direct layout, art work, 
photography, production, promotion. 
pox 7018, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
{ssistant Account Executive and 
Copywriter. Age 34. University de- 
gree in economics. Diploma com- 
plete advertising course Interna- 
tional Correspondence Schools with 
high excellence. Highly intelligent. 
Able group speaker. Unusually cre- 
ative. Limited but sound agency ex- 
perience. A realistic and keen busi- 
thinker with strong aptitude 
for analyzing the factors which 
make for successful advertising 
strategy. He definitely possesses 
that extra something which enables 
one to secure and hold the hearty 
cooperation and confidence of asso- 
ciates and accounts. He will begin 
by removing a load of detail from 
his superiors. He solicits opportun- 
ity with well-rated agency to as- 
sume responsibility as rapidly as he 
can demonstrate capacity to carry 
it. Income secondary to such op- 

portunity. 
' Box 7027, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


mi 


nes: 


| allowances, 


~~ ADV. MGR. OR ASSISTANT 
Woman 7 years’ sales promotional 
ind advertising executive quality 


onsumer and metallurgical prod- 
icts. Good organizer, producer, 
vriter, editor, $4000. Available 


January 1. 
Box 7016, ADVERTISING AGE 
30 W. 42nd St., New York 18, N. Y. 


CIRCULATION MANAGER 
For Business Papers. Experienced 
in promotion work. Thoroughly fa- 
miliar with ABC and CCA require- 


hospitalization and 
medical care, loans, employment 
benefits, veterans’ preference, and 
the Veterans’ Administration. 


Art Directors Elect 

Art Directors Club of Los An- 
geles has elected R. W. Williams, 
Schmidt Lithograph Company, 
president; Robert Clark, RKO the- 
aters, vice-president; E. W. Tur- 
ner, BBDO, secretary; John Post, 
Sears, Roebuck & Co., treasurer, 
and Frederick Kopp, Davis & Bea- 
ven, public relations director. 


Harrison to WMAS, WLLH 


Gerald Harrison, former director 
of station relations and assistant 
sales manager of Yankee Network, 
is now devoting full time to his 
position as vice-president and di- 
rector of WMAS, Springfield, and 
WLLH, Lowell, Mass. 


Schneider Names V. P. 


Warren Wheary, for eight years 
manager of Schneider Metal Mfg. 
Company, Chicago, maker of metal 
sign mountings and advertising 
displays, has been elected vice- 
president in charge of sales. 


To Bulkley, Dunton 


Harold W. Kephart, formerly 
assistant vice-president of Rey- 
nolds Metals Company, has joined 
the Bulkley, Dunton Organization, 
New York, as head of its new foil 
and packaging division. 


Changes Company Name 

Chamberlin Metal Weather Strip 
Company, Detroit, has changed its 
company name to Chamberlin 
Company of America, because of 
its expanded line of products out- 
side the weather strip field. 


Meat RSS 


EXCEPTIONAL JOBS FOR 
- TWO ASSISTANT ART DIRECTORS 


Old and successful advertising agency, with postwar outlook 
best in its history, has immediate opening for two creative lay- 
out men with qualifications necessary to become full art direc- 


tors within reasonable time. 
permanent positions. 


Not wartime replacements, but 
Interesting work with widely diversified 


accounts— including packaged goods, automotive and specialty 
fields. Must be thoroughly experienced, with proven ability to 
turn out good roughs and comprehensives for magazines and 


newspapers. 
Please give full information, including salary, 
Box 6028, Advertising Age, 
100 E. Ohio St., Chicago 11, Ill. 


in first letter. 


BARBERS 


ments, Regulations, and all 
routine details concerning subscrip- 
tion fulfillment. 

30x 7017, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


CAN’T BE 
DOCTORS 


nee iS Bee oe Ae By Ser ah 


To Promote Freesia 


Roseville Pottery, Inc., Zanes- 
ville, O., will promote its new 
decorative art pottery pattern, 
Freesia, in a group of national 
women’s and home service maga- 
zines in 1945. Fifty-six line ads, 
eginning in February issues, will 
be placed by Mumm, Mullay & 
Nichols, Inc., Columbus, O. 


Form Production Club | 


Agency production men in the 
Philadelphia area have formed 
the Philadelphia Production Men’s 
Club. Temporary officers are: 
Joseph A. Kloster, John Falkner 
Arndt & Co., chairman of the 
executive board; William B. 
Turner, Aitkin - Kynett Company, 
president; and Ralph Hays, Gray 
« Rogers, treasurer. 


Mirror’ Issues Book 
on G.I. Bill of Rights 


The New York Mirror is pro- 
ting through its editorial col- 
ins and small filler ads a 32- 
page booklet, “G. I. Bill of Rights,” 
epared by staff writer Justin 
iilbert, to tell exactly what a re- 
ning veteran is entitled to and 
W he may go about getting it. 
The booklet, 10 cents in the 
nit States, 15 cents elsewhere, 
es in question and answer 
r.I, rights, education, unem- 
nt pay and readjustment 


ANY MORE 


Spectalization has come a long way since te day of the barber-surgeon. Barbers are 


not doctoring any more. And doctors are turning more and more to intensive 


spectalization within their own field. & In the retail trades, too, specialization 


is the rule today. Most buyers, merchandise managers and other key personnel 


are loo busy to wade through general business news. They want their news carefully 


sifled Jor them by experienced editors who know the fields they serve. They 


— x 


get ut straight —and they get it all—in their own specialized Haire 


pretrial Cl cavwins PAPERS 


1170 BROADWAY, ANEW YORK 1,N. Y. 
PA 


Publication. @ Each of the eleven Haire Publications specializes in one 


market er A covers tls market directly, thoroughly, exclusively. 
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Grocery Group Elects 


A. D. Wilson Jr., with Land O’ 
Lakes Creameries, has been elect- 
ed president of the Detroit As- 
sociation of Grocery Manufactur- 
ers Representatives. Other new 
officers are: Ist 
Owen R. Baker, broker; 2nd vice- 
president, J. Herbert Baker, North- 
ern Paper Mills, and secretary- 
treasurer, Leon R. Webster, Mor- 
ton Salt Company. 


Hoover to Publicity Post 


W. W. MacGruder, Denver 
agency, has organized a complete 
new publicity division for service 
to its clients including research 
and assistance in planning house 
organs. Edwin H. Hoover, well 
known in Western publicity circles, 
will head the new department. 


MULTIGRAPHING—FILLING-IN 
ADDRESSING — MIMEOGRAPHING 


THE LETTER SHOP, Inc. 


481 8. Dearborn 8t., Chicago. Wab. 8655 


vice-president, | 
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Philadelphia Area 
Surveys Planned 
by Market Group 


Philadelphia, Dec. 19.—The en- 
tire Philadelphia marketing area 
| will undergo a series of pinpoint 
|surveys in the near future, accord- 

ing to plans devised at a “Research 
| Round-up” conducted last week at 
the Poor Richard Club by the 
| Philadelphia chapter of the Amer- 
|ican Marketing Association. 

| Donald Hobart, research director 
|of Curtis Publishing Company, 
| Philadelphia, told the 125 con- 
| ferees of the chapter’s plan to or- 
| ganize the Philadelphia market so 
that anyone engaged in any aspect 
of research might pool his findings 
in a complete, cooperative effort. 

The first meeting was called to 
shape such a continuous program, 
and to departmentalize this effort, 
Mr. Hobart set up four committees. 
Judging from the interest shown, 
the most important immediate task 
will be a survey for the consumer 
goods section. This group, called 
the retailers and wholesalers com- 


|mittee, is headed by Dr. John 
| Whitaker, assistant to the president 
| of American Stores Company, as 
chairman and E. J. Carroll, drug 
and grocery specialist for. Curtis 
| Publishing, as secretary. 

Second most important on the 
|list of proposed surveys will be an 
annual pantry survey of brand 
|names. 
'on the ideal number of homes to 
i be counted and the work will be 
|/undertaken after a geographic set- 
‘up for the count has been deter- 
|mined. The third specific project 
‘slated for immediate action is 
| publication of an industrial direc- 
tory of the Philadelphia marketing 
area. 


To ‘Mining Reporter 

Harold Cusack, formerly with 
A. C. Wickman (Canada), To- 
ronto, has been appointed adver- 
tising manager of the Canadian 
Mining Reporter, Toronto. 


Thatcher Names Ward 


Thatcher Mfg. Company, Elmira, 
N. Y., glass container company, 
has appointed Taylor Ward, Inc., 
Ithaca, N. Y., as its agency. 


WE 


During the past 
leading merchan 


will arrange personal 


Artkraft's* exclusive features 
Bos'd letters (raised right out of the heavy sheet steel 
background by patented process, and 75°/, more at- 
tractive and readable); 999/1000°% perfect neon 
(actual average record); and Galv-Weld frame con- 
struction (no rust, no vibration); together with, of 
course, 10 year guaranteed porcelain enamel. 


Although actual production of signs begins 
with the impending removal of WPB restrictions 


ARE NOW 


BOOKING QUANTITY ORDERS 


for delivery in the order received! Artkraft's* plan- 
ning department is again cooperating in the design- 
ing of the requirements of America's leading mer- 
chandisers. Quick delivery is foreseen especially to 
customers ordering the same signs as before the war. 
Artkraft's* new policy foregoes the manufacture of 
individual signs so that our entire time and attention 
may be devoted to the interests of quantity buyers. 


A. modern research laboratory, manned by the 
most. brilliant technical staff ever assembled within 
the’ industry, advanced engineering practices, ex- 
panded production facilities, and mass production 
methods which we have applied in our war produc- 
tion will result in an even finer product and hereto- 
fore unequalled savings for our customers. 


include Porcel-M- 


uarter century we have served such 
yah as J. C. Penney Co., Shell Oil, 
A & P Food Stores, Western Auto Stores, Frigidaire, 
Marathon Oil, U. S. Tires, Pittsburgh Paint, Ford 
Hopkins Drugs, White Auto Stores, American Stores, 
Westinghouse, Lowe Bros. Paints, Skelly Oil, Nash- 
Kelvinator, Belk Stores, Ely & Walker, Ford, Empire 
Super Markets, National Refining, Mid-Continent 
Petroleum, Delco-Heat, and many others. 


Consult Artkraft* now on any sign problem without 
obligation. Mr. L. R. Zeamans, Eastern Sales Man- 
ager, or Mr. E. B. Tiffany, Western Sales Manager, 


calls where desired. 


THE WORLD'S LARGEST MANUFACTURER 
OF ALL TYPES OF SIGNS 


THE ARTKRAFT* SIGN COMPANY 
900 Kibby St., Lima, Ohio, U. S. A. 


SIGNS OF LONG LIFE* 


FOR QUANTITY 


| 

I 

! 

| S 

| information and 

| eh 

J Name 

! 

l Firm 

I 
BUYERS 5 (City 


THE ARTKRAFT* SIG 


You may have one of your representatives 


THIS COUPON FOR YOUR CONVENIENCE 


COMPANY 


900 Kibby St., Lima, Ohio, U.S.A. 


We believe that Artkraft* signs fit into our post-war 
merchandising plans and would appreciate receiving full 


literature 


call upon us. 


A committee will report | 


Advertising Age, December 25, 


Advertt 
‘Dailies Ran $2,100,000 Willier Joins Leigh 
‘War Ads in September Thomas E. Willier, forme» a. shor 
| War theme advertising in United | sistant professor of transpor? tio, 
|States daily and Sunday newspa-| and associate in the burea\ fy . 
pers totaled $2,164,372 in Septem- | Street traffic research of Yale Un, t 
‘ber and $36,507,142 in the first}Versity, and previously raf ari 
|nine months of 1944, the Bureau| Audit Bureau, has joined D: ug), 
|of Advertising, American News-| Leigh, New York electric sig 


paper Publishers Association, re- | entrepreneur, as market and 


“oul 


ports from data compiled by the| analyst. Mr. Willier will 
Advertising Checking Bureau. —— terms of ve ircy 
War bonds led in September, |) 44#U0n and impression values | (Co 
with $540,182, followed by Na-| assist Mr. Leigh in plans for pos. | 
tional War Fund, $215,476; ee Tae Seen of outdoor aq. jjMars ¥- 
paper salvage, $201,631; armed | Verusing. ation, © 
forces recruiting (sponsored), ee 50,0 oe! 
$142,425, and Christmas mailing, | preater 
$116,296. Towell Appointed ix maj 
For the nine-month period, war| Arthur Towell, Inc., Madisoy =f = 
bonds accounted for nearly half | Wis., has been appointed to place The 7 
the total, with $16,719,378. Next | travel and recreational adverti; hop yin 
was the Red Cross, $2,918,286; ing for the Conservation Commis. ‘She 
waste paper salvage, $2,339,020; | sion of Wisconsin, and promotionf& i+ She 
cue ow riggs egg Pm |for the state’s dairy division  ecredit 
arme orces r n s - , 
sored), $1,401,850. | nee a, Ss 
a | e pape ~ 
Kimball to Los Angeles |79ee CurPet Appoints Bost ot 
a °o s geies | Magee Carpet Company, Blooms. jities—a 
Abbott Kimball Company has| burg, Pa., has named Kendal] 4™delphia 
opened a Los Angeles office to| De Filippes, New York, to handleqmhoppin 
service West Coast clients at 3055/| advertising of Velvet, Axminsterfulation 
Wilshire Blvd. j}and Wilton rugs and carpets. e dur 
because 


Groc 
Morn 
Famil 


j in He 


Fron 
Ist, 
carried 
vertisin 
paper. 
of yea 
paper | 
because 
Housto 
mornin 


BUT—vou CAN'T “ROLL” INTO 
WESTERN MICHIGAN FROM 
CHICAGO OR DETROIT! ee 


No, nobody expects any form of «/fieasons 
vertising to be a “sure thing”, or evlpaper-r 
wants it to be—because sure thing{mornin 
never have spectacular returns evelMhome. 

for unusual skill or good fortune. 


The | 
But there’s no use betting your dougiffanj}y 
against certain loss—and that’s whfar eon 
you do if you “gamble” on covernipnly fa) 
Western Michigan with any statiOAssocjg 
or combination of stations in Chicas wel] 
WKZO has the AUDIENCE or Detroit. It just can't be done. aGPhica ox 
in’ Western Michigan — an we can prove it to you. The onlffoverag 
audience greater than that ° 7 "nA: P | 5 
of all other stations COM- good bet in Western Michigan radists, an, 
BINED! The latest Hooper ° > seaiemehin. ‘ . m , P 
Special Report (made in the is to buy coverage right here mn th aves 1) 
Autumn of 1943) proved territory. rect 
WKZO'S outstanding domi- y restin 
nance not only in the pri- ‘ : Ihe Po 
mary market, but also in Once an advertiser realizes tho’. tl 
outlying communities of is ie ma 11) 
Western Michigan, Cities and War logic al step is to use \ WA Lox al 
towns covered in this coin- ” > i , < , >}! you 
cidental area study were, : d be mighty happy to tel : wd sell 4 
specifically, Kalamazoo, Al why—with true facts, and no ba!og™fihe —p, 
legan, Buron Center, Dorr, VU , os 
Martin, Moline, Otsego, ay we. more yn. 
Plainwell and Wayland, Bin 1 
Though the odds are actually 351 <4 
Here are the figures for against the man rolling the dice! on u 
3:00 p.m, to 6:00 pom., Mon 5 . 
dau through Fridau: ng i he 
WKZO 50.5° 5000 Watlimertiin 
STATION B 17.1% 
SIX OTHERS 25.7% 590 K C 
MISC, Rf : 6.1% : 
¢ B > R, rm 


Strongest selling force in Western Michigan 


Owned and Operated by Fetzer Broadcasting Company 


KALAMAZOO 


Free & Peters, Ine.. Exclusive National Representatives 
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Shopping Papers’ 
ational Volume 
Joubled in 1944 


(Continued from Page 1) 


farsnall Field & Co.—has a circu- 
ation, twice a week, of more than 
659.000, and in 1943 carried a 
breater volume of advertising from 
jx major Chicago retailers than 
pny Chicago newspaper except the 
ribune. 

The Los Angeles Downtown 
thopping News has 465,000; Cleve- 
and Shopping News, 270,000; De- 
roit Shoppers’ Guide, 255,000, and 
rccredited Community Newspa- 
ners, St. Louis, 192,500. Shopping 
bapers are now being published in 
most of the country’s 15 largest 
ities—all except New York, Phil- 
delphia and Boston. The Boston | 
thopping News, which had a cir- 
ulation of 275,000, suspended for 
e duration a few months ago 
_Because of wartime manpower 
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problems. So did a similar paper 
in Pittsburgh. The Syracuse Press, 
a shopping paper, was bought by 
the Syracuse Herald - Journal. 
Others, still flourishing, however, 
with circulations near or above 
the 100,000-mark are in such cities 
as Denver, Baltimore, Minneapolis, 
Buffalo, Rochester, Dayton, Port- 
land, Ore., Houston, Seattle, Mil- 
waukee, Washington, San Fran- 
cisco and Cincinnati. 

Although complete figures are 
not available, the volume of na- 
tional advertising in shopping 
newspapers is said to have dou- 
bled between 1943 and 1944. One 
reason for this, their publishers 
say, is that the shopping newspa- 
pers’ rates average only 60% of 
those of “regular” newspapers. 
Another is “distribution restricted 
to the able-to-buy families living 
in the able-to-trade area.” (Many 
of them are audited by Controlled- 
Circulation Newspapers of Amer- 
ica, Inc., with headquarters in 
Cleveland.) 

Also important, however, is the 
fact that although the shopping 
papers have had the same news- 
print tonnage reductions as other 
newspapers, they have been better 
able to meet them by such devices 
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Grocers Find 

Morning Paper Is 

Family-Read Paper 
/ Bin Houston 


st’s Lead In 
FOOD-MART LINEAGE 


\ 
\ 


Year. 


HOUSTON'S 


Consumer Buying 
Reaches '/4 Billion 


From January Ist to October 
‘Ist, The Houston Morning Post 
carried 18.6% more food-mart ad- 
vertising than any other Houston 
paper. Consistently, over a period 
of years, this unusual morning 
paper has led in the grocery field 
because grocers discovered that the 
Houston Market is different in 
morning-paper reading habits. 


The morning paper is the family- 
read paper in Houston for several 
easons. The trip to work is not of 
paper-reading length and so the 
morning paper usually stays at 
lome, 


The Post is edited for the entire 
amily——with 25 of the most popu- 
ar comics running regularly, the 
nly farm column in Houston, both 
Associated and United Press news 
* well as New York Times and 
hicago Tribune services, complete 
‘overage of the housewife’s inter- 
sts, and one of the strongest sports 
ages in the country. There is in- 
One. material for every age in 
le lost. 
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Local business men, who need 
0 sell the family as a unit, prefer 
eM@he Post for advertising. And 
f0re national advertisers are con- 
inua'ly discovering that the Hous- 
on \arket is different—are favor- 
Ng the Morning Post in their ad- 
{if erti-ing operations. 


more 


> Ry 


by Steady Growth 


The Houston Mar- 
ket has increased in 
population every 
census since 1850 
until it now includes 
over a million peo- 
ple buying better 
than a quarter-bil- 
lion dollars worth of 
consumer goods 
Thus 


Houston today is not 


every year. 


the result of a war 
boom or any sudden 
spurt, but of a 
steady development 
of fabulously rich 
resources as impor- 
tant in peace as in 
war. Capital goods 
buying is keeping 


pace. 


A market of the 


future ... start now! 


resented by BURKE, KUIPERS & MAHONEY, INC. 


HE HOUSTON POST 


First in the Texas Morning Field 
in City and Suburban Circulation 


as cutting down “editorial mate- 
rial” or service features. The 
“editorial” percentage of all major 
shopping newspapers, except the 
solid-advertising papers, is said to 
have been reduced from 20% to 
25% to 10% to 15%. Some of them 
have increased from eight to nine 
columns. 


List of Users Varied 


The meat packers — especially 
Armour, Swift, Wilson—are the 
biggest national accounts in these 
“consumers’ trade journals.” But 
the list also includes brewers and 
bakers, cereals and_ cleansers, 
drugs and dairy products, distillers, 
real estate and railroads, maga- 
zines and macaroni and movies, 


avocadoes, banks and packaged 
vitamins, fertilizers and lawn 
mowers. 


Some new accounts this year 
were Roma wine, Metro-Goldwyn- 
Mayer, Sweets Company of Amer- 
ica, Three Feathers whisky and 
Modess. In a recent brochure on 
this medium, the Coveney com- 
pany reproduced as typical inser- 
tions ranging from 70 lines to full 
page from such advertisers as 
Libby, McNeill & Libby, General 
Mills, Pillsbury, Ward Baking, 
Hills Brothers Dromedary foods, 
Van Camp, Grocery Store Prod- 
ucts, Park & Tilford, Elizabeth 
Arden, International Shoe and 
Norwich Pharmacal. Lever Bros. 
was an early pioneer in the use 
of this medium. 

Although more than 60% of 
national advertising in the basic 
list is now “group” business, in 10 
papers or more, there are no 
forced combinations, and few ad- 
vertisers use the entire list. An 
exception, this fall, was Chap 
Stick Company, which bought all 
of them. 

Unlike “regular” newspapers, 
and magazines and radio, which 
have carried a substantial amount 
|of institutional advertising during 


2 |the war, 95% of the national ad- 


| vertising in the shopping news- 
papers is straight brand and sell- 
| ing copy. 

| The shopping newspaper trend 
| started in Cleveland in 1921. The 
|original investment of $11,000 
| there has been multiplied many 
|times. The plant alone of the 
Cleveland Shopping News is now 
|said to be worth $750,000. 


Five Stations to Join CBS 
in Next Five Months 


From Jan. 1 to May 15, five sta- 
tions in as many states, all operat- 
ing full time, will join CBS, bring- 
| ing that network’s total to 152 af- 
| filiates. Joining Jan. 1 as a sup- 
plementary station will be KOTA, 
Rapid City, S. D., operating on 250 

watts, 1400 ke., with a construc- 
| tion permit for 5,000 watts, 1380 
ke, and owned by Black Hills 
Broadcasting Company. KGKY, 
Scottsbluff, Neb., joins the same 
| date as a bonus station to KOTA. 
/Owned by Hilliard Company, 
| KOTA operates on 250 watts, 1490 
| ke. 

| Also Jan. 1, KTYW, Yakima, 
Wash., owned by Cascade Broad- 
casting Company, and operating 
on 500 watts, 1460 kc., will become 
/a CBS supplementary and part of 
|the CBS Pacific network, Jan. 
15, WJEF, Grand Rapids, owned 
by Fetzer Broadcasting Company 
and operating on 250 watts, 1230 
ke., becomes a CBS supplemen- 
tary. New supplementary and 
CBS Pacific station KERN, Bak- 
ersfield, Cal., owned by McClatchy 
Broadcasting Company, and oper- 
ating on 1000 watts, 1410 ke, will 
join May 15. 


Reynolds Names Mead 
to New Research Post 


Dr. Warren J. Mead, head of the 
| geology department of Massachu- 


setts Institute of Technology, has | 
Reynolds | 


|been appointed by 
| Metals Company, Richmond, to 
| coordinate and expand research 
| activities. Administrative offices 
| and laboratories for this work will 
| be located at Glen Cove, N. Y. 
Associated with Dr. Mead in the 
new affiliate, to be called Reynolds 
Research, will be Reid B. Gray, 
formerly of Glenn L. Martin Com- 
|pany, Baltimore, and Richard J. 
Lund, formerly head of the WPB 
miscellaneous minerals division. 
| Samuel C. Prescott, bacteriologist 


jon food technology. 
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As a matter of fact-- 


by Judge Drumwagon 


6,000,000 primary and secondary readers. 
What a market this circulation represents! 


* 


6,000,000 readers mean volume purchases 
of every kind of commodity under the sun. 


* 


Subscribers to The United States News, 
Time, Newsweek and Business Week lend 
their magazines to people of the same level 
of intelligence, business or professional 
standing—purchasers of vast quantities of 
quality merchandise. 


more than 


A MILLION 
secondary readers 


bd 


1,800,000 
subscribers 


The newsweekly market-whatever its exact 
population-is made up of management men 
and their families; professional men and 
their families; department heads, their 
skilled helpers, assistants and their families 


* 
AS A MATTER OF FACT it is reason 


able to suppose that the newsweekly mar- 
ket has attracted the greatest amount of 
concentrated brains, ability and wealth in 
the world—certainly in the country. 


* 


The newsweekly magazines offer the ad- 
vertiser of industrial, mass and quality 
products a convenient, compact and eco- 
nomical advertising package. 


Judge Drumwagon’s column is sponsored 
and financed by The United States News. 


|of M. I. T., will be a consultant | NO. 12 
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‘Sign Your Names, 
Political Ad | 
Sponsors Warned 


Washington, Dec. 21.—<Acting in| 
the last minutes of its final ses- 
sion, the 78th Congress completed 
action on a bill providing severe | 
penalties for publishing or dis- 
tributing election material which 


AFACT 


¥ 
4 
Pencil Points serves reader and % 
manufacturer. i 
Editoriat emphasis on product data, 
usage and development makes this - 
6 magazine the common denominator ; 
rg between architect and manufacturer. 


$ (See new book “10 FACTS”). 


% MORAL for you: Pencil | 
4% Points is shortest dis- _2Za 
= between ; 


vou and the 


ARCHITECT. 
The Magazine of 
Progressive Architecture 


330 West 42d St. New York 18 


does not identify the persons pay- 
ing the bill. 

On the same pattern as FCC 
rules governing identification of 
sponsors of radio broadcasts, the 
latest amendment of the Corrupt 


Practices Act applies to advertis- | 


ing, circulars, cards, 
posters “or any other statement 
relating or concerning a candi- 
date” for federal office. 

The regulation applies to per- 
sons, associations, committees or 
corporations, and contains provi- 
sions providing for a year’s im- 
prisonment or $1,000 fine or both 


dodgers, 


|for failure to provide full identi- 


fication in political propaganda. 

In supporting the bill, Attorney 
General Francis Biddle pointed 
out that publication of the spon- 


|sor’s name on political ads would 


enable the government to check 
whether or not the expenditure 
had been reported in compliance 
with the Corrupt Fractices Act. 


Mitcheltree to Fertig 


Russell Mitcheltree, formerly 
with Lord & Thomas and Maxon, 
Inc., New York, has joined Law- 
rence Fertig & Co., New York, in 


!an executive capacity. 


Heating Men Told 
to Advertise for 
Postwar Market 


Cleveland, Dec. 19.—Advertis- 
ing, not promises of an “avalanche 
of new business,” will determine 
our postwar markets, J. Archer 
Kiss, promotion counsellor of the 
Phil Gordon Agency, Chicago, told 
the National Warm Air Heating & 
Air Conditioning Association here 
last week. 

He said, ‘““American business will 
still need to advertise. We've 
promised the world a million mir- 
acles but we won’t be able to sell 
them for a dime a dozen unless 
we promote the sale.” 

Declaring that people want 
dream satisfaction, Mr. Kiss ad- 
vised the manufacturers to think 
of humans first and products sec- 
ond. He said people do not want 
things—they want results. “Pic- 
ture them in ownership of the 
things you make,” he said, “and 
then make it impossible for them 
to give up the dream.” He pointed 
out three essentials for merchan- 
dising: (1) Glamorize the product; 
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(2) Dramatize the product; (3) 
Publicize the product. 

It was announced that the as- 
sociation had approved a proposal 


| to raise $200,000 for a national ad- 


vertising campaign. While no 
agency has yet been named to 
handle the drive, it is understood 
that it will be designed to inform 
the public of the advantages warm 
air heating units have over other 
types of home heating units. Also 
approved was a dealer insigne to 
be used in all advertising and on 
dealer’s windows. 


Treasury Okays 
Employe Profit 
Sharing Trust 


Chicago, Dec. 21.—The Treasury 
Department has given full ap- 
proval to a profit sharing trust for 
employes of Sawyer - Ferguson - 
Walker Company, newspaper rep- 
resentative, J. L. Ferguson, presi- 
dent, announced this week. 


The trust actually was set up in| 


1943 for the benefit of all em- 
ployes with one year of service, 


but no announcement was mad 
the time pending approval by thy 
Treasury’s salary stabilizatio yp 
and the War Labor Board. 

Under the plan the compan, 
agrees to contribute a perc, 
of its net profit each year, wip, 
the accumulated fund to be 4. 
vided among the employe-partigi. 
pants in the ratio of their puxrtj 
pating shares. No contributions }y 
the employes are required at any 
time. Benefits are distributed ; 
retirement age, death, terminatip, 
of employment, in event « . 
ability, or termination of the trys 
Trustees are officers and employes 


| of the company. 


Lt. Cohn Reported Dead 
Lt. Harry Cohn, radio direct, 
of Cole & Co., Memphis agency 


has been listed officially as killed 


in action after being reportd miss 
ing five months ago. 


Malone Appoints 

G. Earl Moore has been place 
in charge of media of Norman — 
Malone, Business Consultants, Ak 
ron agency. H. A. Pfeiffer, for 
merly heading media, will transfe 
to the creative staff. 


RADIO-CRAFT, 25 WEST BROADWAY, NEW YORK 7, N. Y. 


Kindly send me a copy of your "SURVEY OF THE RADIO-ELEC- 
TRONIC FIELD" together with your booklet "LOOKING AHEAD IN 
i MERCHANDISING ELECTRONICS AND RADIO." 
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Advertise in the technical magazine 


the “spectrum” in which your prospects 


in on unwanted readers. 


To chart the “wave-band occupancy’ 


men, dealers, ete. 


will also find that 


It’s the 


covering most effectively that part of | 
| 
Peed 
hich 


need not waste time and money tuning 


| 
radio and electronic siditien | 
vories — consult RADIO-CRAFT’S| 
NATIONWIDE SURVEY. 


will find well-defined allocations of en- 


Here you 


gineers, industrial technicians, service- 


“stations” — insuring a high frequency 
ABC 


magazine that tells technicians about 


manufactured products — how 


Ny 


— at less than — 
1g PER READER 
can E 
: 47,000 


men 
with 
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they are constructed and how to use 


The coupon below will bring you a 
copy of this revealing survey. 
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promoting friendship and under-, 


Refuses Changes 
in FCC Network 
Monopoly Rules 


Washington, Dec. 20.—The FCC 
rejected two petitions for 
exemption from its “network mo- 
nopoly regulations,” one of them 
an appeal by NBC for permission 
to tion 3% hours during the 
evening from its affiliates instead 
the three hours allowed by the 
Commission. 

In its appeal, the network point- 
ed out that it was using only two 
hours of optioned time during the 
morning period instead of the 
nree hours it is allowed under the 
rues. By giving up the extra 
our. NBC pointed out, it leaves 
ts station free to handle programs 
if local interest. 

The argument failed to register 
with the Commission, however, 
and was disallowed with the ob- 
servation that the rule had been 
adopted to insure that at least 14 
of the 35 evening hours were left 
free in order to foster the develop- 
ment of local programs. In spite 
f this regulation, the FCC noted, 
NBC has been able to sell com- 
mercial sponsors about eight of 
the 14 evening hours reserved 
from option, and even without an 
yption, had been able to deliver to 
advertisers “substantially the en- 
tire network,” with “only a hand- 
ful of stations substituting local 
for network programs.” 


tod 


Would Hit Local Programs 


“The result of permitting an ad- 
jitional half hour of network op- 
tion time in the evening segment 
vould appear to be, at least in the 
ase of NBC, to leave practically 
no time in that segment available 
for local programs,” the Commis- 
sion said. 

The Commission said NBC’s pol- 
'y of restricting its use of the 
morning hours was “commend- 
able” and it agreed that “interfer- 
ence with local programs which 
have met with public acceptance 
and which are sought for use by 
local civic, patriotic and religious 
groups, local church services and 
ther highly important local pro- 
grams of years’ standing is to be 
avoided.” 

“In the light of the opinion ex- 
pressed in your petition that these 

‘al programs serve a recognized 

‘al need and are in the public 
nterest, the Commission assumes 

at NBC will not desire to dis- 


ntinue its present policy of op- 
oning only two hours in the 
norning segment, despite the fact 
ata maximum of three hours is 
ermissible under the present reg- 
ition,” the letter concluded. 
| The Commission also denied an 
| peal from the Cowles Broad- 
ting Company for permission to 
ange new network affiliation 
ntracts more than six months in 
vance of the effective date of 
ne agreement. It was the view 
i the Commission that stations 
to change affiliation, or 
tations wishing to join a 
twork, could meet the problem 
appropriate contractual pro- 


sion 


shing 


ein ‘Cosmopolitan’ 
Harding H. Macdona and Joseph 
. Greene have been appointed to 
ne les staff of Cosmopolitan, 
faedona to cover New York 
late. Mr. Macdona was formerly 
th N. L. Annenberg Publica- 
bons, and Mr. Greene was for 
vel years with the national 
cver!ising department of the New 
rk Times. 


Don Francisco to 


Leave Gov't Post, 
Join JWT Feb. 1 


(Continued from Page 1) 
the task of organizing its radio 
activities. Shortly after his ap- 
pointment he made a trip through 


| standing among the nations of the 


South America surveying the in-| 


fluence of radio, motion pictures 


and newspapers upon Inter-Amer- | 


ican relationships, later visiting 


Mexico and the Central American | 


countries. 


When war was declared on the | 


United States, Mr. Francisco 
signed 
Named director of the radio divi- 
sion of the coordinator’s office in 
1941, he was appointed in 1942 as 
assistant director of the informa- 
tion department and in 1943 was 
named assistant coordinator and 
director of information. 

Mr. Francisco’s main labors dur- 
ing his association with Mr. 
Rockefeller in the coordinator’s 
office have been in the supervision 
of radio broadcasting to the other 
American republics as a means of 


re- | 
from Lord & Thomas. | 


hemisphere. Accepting his resig- 
nation “with extreme reluctance,” 


Mr. Rockefeller paid tribute to his | 


“significant wartime service,” and 
said Mr. Francisco would continue 
to serve the office as a consultant. 

On leaving college in 1914, Mr. 
Francisco got a job as a fruit in- 
spector in the Chicago office of 
the California Fruit Growers Ex- 
change. He organized the dealers’ 
service department of the ex- 
change and became its first man- 
ager. In 1915 he became assistant 
advertising manager 
change. In 1916 he was named 
advertising manager and moved 
his department from Chicago to 
Los Angeles, where for six years 
he directed the advertising and 
trade promotion activities of the 
California Fruit Growers. 

Mr. Francisco became co-man- 


ager of the Los Angeles office of | 


Lord & Thomas in 1921 and there- 
after became executive vice-presi- 
dent and generai manager of that 
comp iny’s Pacific Coast activities. 
In 1838 he was elected president 
of Lord & Thomas and transferred 
his headquarters to New York. 


| 


J 
| 


of the ex-| 


You bet, 
there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 5 
“buy” in Chicago, for — . 


\ 


eS 


—< 


\ 
— You need The Sun in any newspaper combina- 


tion to cover Chicago completely, economi- 


cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


400 W. Madison St., Chicago o 250 Park Ave., New York 
Netional Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Pack Ave. 


Atienta, Chariotte, Dallas, Detroit, Kaneas City, Los Angeics 
Memphis, St. Louis, San Francisco 


.- ees 


( HOME TOWN BOY ) 
_- MAKES GOOD - 


“and how? | 
aa Fa P=... or how to win the Baltimore market ! 


— - — 


No Horatio Alger story this—just a pay-off trio... 


hometown product . . . hometown program . . 


. and 


Baltimore’s own big hometown Station WFBR. 


And the *Program?—the now famous ‘‘Quiz of Two 


Cities” .. 


. running in rival cities all over the nation, 


but originally created at WFBR over six years ago for 
the Gunther Brewing Company whose bottled beer 
rose from third place to first place in this most com- 


petitive beer market. 


Incidentally, and coincidentally, the ratings for 
six years at no time show /ess than 31% of the 


* Agency—Booth, Vickery & Schwinn, Inc. 


MEMBER — MUTUAL BROADCASTING SYSTEM @ NATIONAL REPRESENTATIVE — JOHN BLAIR & CO. 


‘hp 


listeners tuned to the “Quiz’’ on WFBR and the 
peak has hit 717 of all listeners. 


Some record for a night-time program! Even if it 
were network with the erstwhile Prince of Wales 
abdicating his much publicized throne. 


Remember the above facts when people start 
talking about RESULTS in Baltimore! Yes, if you 
want to know what to buy in Baltimore . .. buy what 
the successful home town boys have a/ways bought 
and are buying today ...W...F...B...R. 
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44 
Agency Name Changed 


Holden, Stedman & Moore, Inc., 
Detroit, has changed its company 
name to Holden - Clifford - Flint, 
Inc. Mr. Clifford is vice-president 
in charge of creative work, and 
Mr. Flint is treasurer and general 
manager of the agency. Personnel 


and policy remain unchanged. ls FIC Contention 


Wells Joins Putman (Continued from Page 1) 


James M. Wells has joined the/|jimiting conditions were clearly 
Putman Publishing Company, | set forth. 

Chicago, as_advertising represen-| The new definition is apparently 
tative for Chemical Preview and | air-tight. If fully enforced, it will 
Food Preview in the Midwest. He} influence all sorts of premium 
was formerly with the Chicago / offers and stimulator plans, from 
office of Penton Publishing Com-/the arrangement which promises 
pany as assistant manager of Ma-| boy salesmen “free” gifts to the 
chine Design. “free” sample for “25c handling 
and postage.” 

Under the new approach to 
| “Free,” the gift must be “without 
| strings,” available merely for the 
| asking. The approach is based on 
the argument that nothing is 
“free” if the recipient must buy 
something, or perform a service 


Free Means ‘Free 
and Nothing Else, 


MOWARD su 


YOUR 


PHOTOS = rrooucrs 


Posteards 2c each. 20x30 mounted 
enlargements $2.50. Mail orders coast 


fe coast. Guarantee every photo to | to get it 
jook like your original. We photograph every- | = . * 
thing. Write for free samples, price list A. 48 Following strictly along this 


HOUR SERVICE. BR-9-2490 |): ; F 
HOWARD PHOTO SERVICE | line of reasoning, “get acquainted 
165 W. 46th Street, New York 19, N. Y. offers” commonly used by maga- 


gy | zine and book publishers come into 
While FTC rules only on 
actual cases, it seems clear after 


| danger. 


“ ote * 
Sor oa 


| 


thorough discussion of the 


these: 
“How to Write Ads FREE! 


Advertising Age, December 25, 944 


scription to Adman’s Delight at the 
regular price. 12 issues—$2.” 


That type of thing has been per- 


meet the current FTC interpreta. 
tion of “free,” the book mus; hp 


delivered without obligation 
anyone requesting it. 


‘Pay Nothing’ 


issue 
with informed officials that ‘‘free’”’ 
can be challenged in such cases as 


“Our great work on producing ad- 
vertising copy, written by masters of 
the art, given FREE with a year’s sub- 


Here’s another type of offe 
which seems to be in for difiicyj. 
ties: 

“Mail this card and get the cure; 
best seller, ‘Forbidden Virtue’ FRijp_ 

“All you do is mail this card a) get 
the book. Read it for five da) f 
you like it, keep it; if not, return i; 
If you keep it, pay nothing. Just py, 
six books from Bookworm’s Club dyr. 
ing the next year.” 


Here, FTC might say, the “free” 
book is not “free” unless the re. 
cipient agrees to buy some books 
Though FTC has not handled any 
cases along this line as yet, its cur. 
rent thinking would indicate tha: 
it will eventually move againg 
that type of advertising. 

The answer in both these cases 
is simple, officials tell ADVERTIsIng 
AGE. Publishers need not rewrite 
their ads nor dream up new offers. 
All they have to do is find a new 
and more accurate word to de- 
scribe them. The words “pre. 
mium,” “bonus,” “extra” are ex- 
pected to come into more popular 
use, 

Here are some other approaches 


fectly respectable under rules 
operating in recent years. Terms 
of the offer are clearly stated. It 
is an honest offer. 

However, FTC might feel that 
receipt is contingent upon sub- 
scribing to Adman’s Delight. To 


Whose equipment? This question rehabilitated, a lot of companies 


is already in the lap of the gods, are due for an avalanche of 
for postwar decisions are being business. 
made NOW. Blueprints for the 


Equi ont, ducts and - 
rebuilding of damaged oil fields en ae en 


: Y ; ices that are established and well 
are on engineers’ draughting 


boards. 


known to international oil opera- 
tives through the advertising 
pages of WORLD PETROLEUM 


will have the advantage. First call 


Around the world oil fields and 
refineries will have to be rebuilt. 
In Poland, in the Dutch East In- is going to manufacturers who 


dies and Burma, fields are to be 


WORLD PETROLEUM 


@ 
2 WEST 45TH ST.@NEW YORK 19, N.Y. 


READ BY OIL EXECUTIVES EVERYWHERE ¥ 


have, or will have equipment to 


ae see | 
] 


sell and who with foresight tell the 
industry what that equipment is. 


Selection and control vitalize 
every unit of 


WORLD PETROLEUM 


circulation. Here is the Man- 
agement Publication of the 
International Petroleum Indus- 
try. Here are readers who direct 
or execute decisions that en- 
tail expenditures of millions of 
dollars. 


UNDER THE 
MANAGEMENT OF 


REX W. WADMAN 


231 CONCERNS °“SSAMPLED” 
— for $245 


On page 39 of Dun’s Review for June 1944, the United States 
Envelope Company, Springfield 2, Mass., ran a two-column 
advertisement to introduce its “String Ties” (substitute for 
rubber bands). A free sample was offered and a coupon pro- 
vided for response. Within 46 days identifiable requests were 
received from 231 concerns, divided as follows by type and size: 


Dun & BRADSTREET ratings: 


Over $125,000— Under $125,000 

$:,000,000 $1,000,000 or Not Rated Tote 

Manufacturers 32 44 52 128 

Wholesalers . . 8 23 20 51 

Banks, Financial, Insurance, etc. 0 0 23" 23 
Miscellaneous (including Railroads, 
Transportation, Communication, 

Uulities, Retailers, etc.) 5 4 20 29 

115 231 


TOTALS.... 45 71 


* Banks, financial, and insurance companies are not rated. Other companies ‘‘not rated” 


are not necessarily ‘‘smaller;’’ this may indicate simply that information about size 1s not 
available. 


Requests came from 36 States, New York leading with 51; 


followed by Pennsylvania, Illinois, Ohio, California, Michi- 
gan, Massachusetts, New Jersey, etc. 


This experience demonstrates the value of going to top ex- 
ecutives on even minor items: new and important announce- 
ments are passed on to the involved departmental or func- 
tional manager. 


Dun’s Review reaches 20,666 presidents and 35,485 other ex- 
ecutives in the leading companies in Manufacturing (55.9%); 
Wholesaling (24°94); Financial, Banking, and Insurance 
(8.2°%%); and Railroads, Transportation, Utilities, Retail, etc., 
(11.9%). Detailed breakdown, by titles, type and size of 
companies, available; as well as other evidence of unusu:! 
results secured by advertisers. 


Report of results, courtesy E. L. Wight, advertising manager; account placed by Wm 


Remington, Inc. 


DUNS REVIEW 


Published by DUN & BRADSTREET, Inc. 
290 Broadway, New York 8, N. Y. 


CHICAGO CLEVELAND BOSTON LOS ANGELES SAN FRANCIS( 
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CISC ! 


Advertising Age, December 25, 1944 


to this same problem, all of which 
involve “free” for conditional 


Get our books on approval. If 
you like them send down payment 
and we will send you FREE a 
of our wonderful guide to 
learning.” Here FTC might expect 
such) an expression as “at no extra 
cost” instead of “free.” 


Magazine Subscriptions 


Subscribe now at the regular 
rate and receive the rest of this 
year's issues free and all of 1945.” 
Some May say that magazines re- 
ceived during the remainder of 
this year are in fact “tree,” but 
FTC would say they are not “free” 
unless you buy something else. 
Therefore, they are not “free.” 
“With our compliments” or “at no 
extra cost” or “15 months for the 
price of 12,” might be substituted. 

The “free” ruling is particu- 
larly disturbing in the drug and 
food trades, where dealers are 
accustomed to “buy two dozen and 
get two free.” When the new defi- 
nition of “free” was handed down, 
a Commission spokesman said he 
thought that where esiablished 
trade practices existed, no change 
would be made. 

It now appears that even in the 
food and drug trades, FTC will 
expect more accurate use of “free.” 
Instead of offering “two free with 
purchase of a dozen,” distributors 
will probably offer “14 for the 
price of 12” or a “bonus” of one 
or two. 


Postage Involved 


One of the questions still unde- 
cided is whether the recipient can 
be expected to pay postage and 
handling charges. No rulin~ has 


been issued on this subject, but 
staff members lean toward a be- 
lief that such charges will be | 
missible where the-- actually rep- | 
resent only handling and postage. 
The theory here is that a man| 
‘fering something “free” should 
not be expected to deliver it. The 
recipient should be willing to 
“come and get it” in person or pay 
the carrying charges. 

The current approach to “free” | 
is considerably different from the | 
campaign waged a few years ago, 
when a flood tide of “sales stimu- 
lator” and premium schemes were | 
on the market. Most of these in- | 
volved actually misleading adver- 
lising, so there was little surprise 
when FTC ordered them to get 
the facts into their copy, and stop 
using “free” to describe tie-in 
sales when the customer actually 
paid enough to cover the cost of 
ll the merchandise he received. 

In those early orders FTC said: 
You shall cease and desist from 
sing the terms ‘free’ or ‘without 
st? or any other terms of similar 
mport or meaning to describe or 
efer to merchandise unless all the 
érms and conditions of such offer 
re clearly and unequivocally 
lated in equal conspicuousness 
nd in immediate connection with 
he terms ‘free’ or ‘without cost’ 
tany other terms of similar im- 

tt or meaning and there is no 
eception as to price, quality, 
haracter or any other feature of 
hid merchandise or as to the serv- 

’s to be performed in connection 
ith obtaining such merchandise.” 


No “Free, but...” 


That's the 1940 version. It said 
ucould use “free” with a “but” 
‘ong as you explained the “but” 
early and conspicuously. The 
44 version says if you use “free” 
ltre can be no “but.” It asserts 
mMply: you shall not use “free” 
hout cost’ to describe or 

cases in which something 
e purchased or services ren- 


fa 
FACT 


Product information is to- 
lay the architect's greatest 


ed. 

OOF: Pencil Points is re- 
ing over 3,000 product 
ries per month from architec 
en. (New book “10 FACTS” 
w to get yours. Send for copy) 


ORAL for you: Advertise where architects 
F T for product information 
tise in 


Pencil Points 


azine olf Progressive Architecture 


1). West 42d St., New York 18 ———— 


FREDERIC McLAUGHLIN 


Chicago, Dec. 19.—Funeral serv- 
ices were held at Lake Forest, IIL, 
today for Major Frederic Mc- 
Laughlin, 67, millionaire coffee 
merchant and sportsman, who died 
there following an illness of six 
months. President and advertis- 
ing manager of W. F. McLaughlin 
& Co., Chicago, maker of Manor 
House coffee, Maj. McLaughlin 
was also well known as owner of 
the Blackhawk hockey team. 

Following service on the Mex- 
ican border in 1917, he went over- 
seas with the 333rd machine gun 
battalion in the World War, serv- 
ing with the AEF as a major. In 
1923 he married Irene Castle, in- 
ternationally famous dancer. 

Maj. McLaughlin became presi- 


dent of the coffee concern follow- 
ing the death in 1931 or his 
brother, George D. McLaughlin. 


Distributed only in the Midwest, 
Manor House coffee’s sales rose 
with the innovation of the glass 
jar container, which the company 
asserted in its advertising made 
vacuum cans obsolete “by permit- 
ting users to re-seal their coffee 
in an air-tight vacuum.” 

Several other coffee distributors 


had tried glass containers but with | 
little 


success before Maj. Mc- 
Laughlin decided to confine Manor 
House sales to glass jars exclus- 
ively. Other companies later used 
glass jars successfully, thanks 
largely to his pioneering. 

Herbert McLaughlin, nephew of 
Maj. McLaughlin, has acted as ad- 
vertising manager for the past few 
months and probably will continue 
in that capacity. Sherman K. Ellis 
Company, Chicago, handles the 
account. 


GEORGE BORST 

New York, Dec. 19.— George 
Borst, 62, former vice-president 
and a director of Albert Frank- 
Guenther Law, Inc., died Dec. 13 
in his home in Richmond Hill, 
Queens. Mr. Borst joined the firm 
of Albert Frank & Co. in 1896 and 
was vice-president and director 
when he retired in 1939. 


J. STANLEY PRATT 

Boston, Dec. 19.—J. Stanley 
Pratt, 64, New England manager 
of Gilman, Nicoll and Ruthman, 
newspaper representative, died 
suddenly at his office Dec. 14. He 


had represented many daily news- 
papers in this area for 23 years, 
having begun his_ advertising 
career with the Franklin P. Shum- 
way agency in Boston. He served 
on the advertising staffs of the 
Boston Traveler, Boston Herald 
and the American, and was adver- 
tising manager of Fiske Rubber 
Company until he joined Gilmar 
Nicoll and Ruthman in 1921. 


MERRILL KREMER JR. 

Memphis, Tenn., Dec. 19.—Mer- 
rill Kremer Jr., head of the Mem- 
phis agency which bore his name, 
died in his home here recently. 
The Kremer agency, one of the 
city’s largest, was founded 15 
years ago. 


MAJ. JOHN R. WARD 


New York, Dec. 20.—Maj. John 
Russell Ward, 70, editor-in-chief 
of Post Exchange and a partner in 
the Post Exchange Publishing 
Company, died this morning of a 
heart attack. Major Ward had 
been with the Post Exchange or- 
ganization since its founding in the 
fall of 1940. At the time of his 
death he was a director and sec- 
retary of the Soya Corporation of 


45 
| America here. Formerly he was 
|associated with the Wolf Com- 


| pany, Chambersburg, Pa., machin- 
|ery manufacturer, and editor of 
| several publications in the drug 
| trade field. 

| 


To Gerth-Pacific 


| Industrial Research Council, San 
| Francisco, and Garst Hybrid Corn . 
| Company, Chico, Cal., have ap- 
| pointed Gerth-Pacific Advertising 
Agency, San Francisco, to place 
their advertising. 


Joins Warner Brothers 


Stanton Kramer, member of the 
WGN, Chicago, publicity and spe- 
cial events staff, has joined the 
Chicago publicity office of Warner 
Brothers. 


CORN — HOGS — OATS — CHICKENS 
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igures 


in our b> % 


"They’re based on the recently 
released Publisher's A.B.C. Statements for 
Chicago newspapers. My boss said it was 


important to remember that The Chicago 


TIMES nas the largest city zone circulation 


of any Chicago evening newspaper." 


That's fine, Miss Tucker, but here are a few more important facts it might pay the boss to keep 
in mind: 

The SUNDAY TIMES now has the second largest city zone circulation among Chicago’s four 
Sunday newspapers. 

The latest statements when compared with the same period a year ago show that The TIMES has 
made the largest gains in city and suburban and total circulation of any Chicago evening newspaper. 

They also show that the greatest concentration of circulation still belongs to The TIMES, with 
94.3% of its Daily and 87.7°° of its Sunday circulation sold within the city and suburban area of 
Chicago. 

This dominant, concentrated, home-going circulation is still available to advertisers at one of the 


lowest milline rates for evening newspapers in America. 


TEs TIMES 


CHICAGO'S URE NEWSPAPER 
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PHOTO. 
GRAPHIC 


j 
AL FRESCO—The patio of Garfield & Guild's San Francisco office was the & . ~ 
scene of a buffet luncheon given by the agency for media representatives. A ° 
Admen at this table are, left to right: Bernard Schnitzer, account executive, a, 
Garfield & Guild; James Claymore, West-Holliday Co.; Walter Guild, executive fs 
vice-president of the agency; A. Papulias, Pacific Coast Review; Morgan od 
McGrath, West-Holliday; and Martin Mundorf, Williams, Lawrence & Cresmer. 
% ¥ 


eady for Mar wriling pleasure... 
tir... . : 


The new VENUS eiident RoudtaimPen brings you to- 
morrow’s postwaegen value touliny :. iy es you every 
essential w riting fea tire of peas re: twice as 


much. plus the SANUS Caran te: : i 450 
POOR RICHARD PLAYS HOST—At a recent luncheon given by the Poor i in re 
Richard Club, Philadelphia, at which discussion centered around the proposed VY - IN (8) S 
plan for measurement of radio circulation, were, left to right: Paul Peters, NAB; 44. Pa ~ 

Frederic R. Gamble, president of the Four A's; Roger W. Clipp, president of aan fet 


WFIL, and vice-president of the club; Harold Ryan, NAB president, and 
John M. Davis, NAB counsel. 


Large, 14 Karat gold Beautiful tw o-toned Smooth writing q- perfectly 
point — iridium tipped colors awl solid black balanced — quick starting 
\ AMERICAN LEAL PENCE. O0.. NEW VOIR + Atoieore of ite Prwroms MNS Pemedl 


VENUS IN COLOR—American Lead Pencil Co.'s new Venus President fountain 
pen, introduced last August, was promoted in this color page in the Dec. 4 


Pllc Newsweek, with another insertion scheduled for the Dec. 25 Liberty and other 
wl { se hatin tin apt ona tee aes Tana taa aul oF does Eee pit si publications where space permits. Newell-Emmett Co., New York, is the 
ihe weeks ’ 60 des ee " fer workshop came to lik ' ' 
Ws " and Guvvotganre pea Minianiel Mb beaimeeEe to dramatize the important role of its ee 
jfo — oe St aaa heaiicia a ocak ie typists and to recruit new workers, used 


applicants have increased 300%. 


0 pe js ie oh in hws poate cat this art-photo in the Detroit News and 
i! = Detroit Shopping News. Thus far job 


thanks ™ d eg 
anew WOM Of SaaS eae OF Ore 
vee and COMZDIONCE “ness a Scion” “eeu ee ( OD 

Gaye & JA 


tor VOEY. woman ei icciie tenes PATIENCE, PLEASE—Posters such as 
f iar coos as this one dramatizing the war-created 
who cooks e ns ae sea need for patience on the part of shop- 
EE a pers are being distributed by the mer- PROMOTES BRAND NAMES—The Higbee Co., Cleveland department store, 
_ chandising department of Life to used this holiday window, which had as its theme The American Weekly's 
about 4,000 major drug stores over the current men's store promotion material, "Your Double Guarantee of Style and 
ATURES GAS FUEL'S USES—Using some of American Gas Association's country. Quality—Nationally Advertised Label—Our Own Good Name.” 


ued budget for magazine advertising in '45 will be full pages in color, such 
'his, to spotlight the essentials of a postwar kitchen. McCann-Erickson is the 
agency for AGA's consumer advertising (Story on Page 6). 


fs 
Until then 


= | 
4 P’RTY—Top executives of the New York Post and WLIB, New York, : eo | 
Pens and policies at a party WLIB gave in honor of the station's new 
“4 Mrs. Dorothy Thackrey, Post publisher. Left to right, Ted O. Thackrey, UNTIL THEN—N. W. Ayer & Son has commissioned T. C. Dugdale, Frank Dobson, R. O. Dunlop, Rodrigo Moynihan and 
*c for and general manager; Mrs. Thackrey; Elias |. Godofsky, WLIB A. R. Thomson, all members of the British Royal Academy, to do “independent interpretations’ of the “Until Then" theme 
and general manager, and Robert M. Scholle, vice-president and which Ford British advertising is now following. Some of their illustrations, which have already appeared in full color in 
sales manager of the station. British motoring magazines, are shown here. 
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The sales route to the family garage is through the living room. That's the first lap 
to practically all new car sales. That’s where the auto-buying families discuss, weigh, 
study—and become pre-sold on a favorite ... In Milwaukee you can steer your 
new I94X models into 9 out of every IO living rooms in the pages of The Milwaukee 
Journal. This newspaper is carrier delivered to five times as many homes in the 
metropolitan area as any other newspaper. Reaches eight times as many 


families in the area as any magazine, or more than any dozen magazines combined! 


THE MILWAUKEE JOURNAL 


National Representatives, O’Mara& Ormsbee,Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 
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